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Advertising in WOMAN’S OWN ranks 


with the most powerful publicity forces 
anyone can employ for increasing sales 


to women! 


womans own 
2,515,457 


AUDITED NET SALE (JAN-JUNE 1955) 


STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LTD. TOWER 
HOUSE, SOUTHAMPTON ST., LONDON W.C.2. TEMPLE BAR 4363 (48 LINES) 


eee ee ee ae i Ree 0 ae a” a. a er ae Po yin ee a ee ware i 
a ee ee eee . . Sees «=Cl(i“ “He 
" - ———— ee = ~~. . } # y 
‘ m 
: e+ a, 
\ ‘ Te ir, 
1 
| a 
ie 
: 
a 
. z sa 
m . 
= 
as 
| : 
| oy i. 
& es 
es 
a es 
: c a 
* v J 
= ~~ . 
. 
4 ee can. 
he haa me 
; = 
iB - q 
<a 
a a ________ bs 
ia 
; a “i ia 
J rq ae. 
.5. arc 
F 4 ee 
| Pin ff i a i 
- . Ee Ri aie é ee. om 2a a . - a id i a Se ; Py, 
* a * ag 
7 Ls aay 
“1 "| We 
a er Mn | co 
i ; * me | a 7 
ms 4 = 
; = i) Y + S r., 
j € Pass 
y 7 j - Ws fs 
f £ : pa 
| : [a 
' 4 ee 
; oe 
| ie 
| ie c 
; ‘” 
: q Bi 
a yi 
| & " 
5 & ; - 
| . . x 
| Oy pl I eT hog oS a Ai armas “4 
ai ’ eN ¥s : 
| - 
,. 
| es. 
* 
: = 
: Td - 
aa 
7 
7 
. . ; 
; eS 
a 
al y 
. me Sep mele £ i i eee q 
ee BP 
: | 
ha in eae ote ee — Bears a ; er nn es © one Ee ater » i 0 ‘oe . 
ee, oe Ne oo a Be TEE. Lae ee RS SA Le 


ADVERTISER'S WEEKLY 


TV spot times 
disagree 


Sin, What virtue can there be 
in competing television audience 
measurement organisations going 
to considerable trouble to pro- 
vide the harassed research execu- 
tive with minute - by - minute 
ratings when neither of them 
appears to be able to tell the time 
accurately ” 

For the evening of Friday, 
September 23, three sources of 


THIS WEEK 
Stuart Lewis looks at film posters 
on page 26. 
NEXT WEEK 


Appropriations Trends Survey ; 
Direct Mail in Action. 


times differed by as much as two 
minutes over four commercials. 
Is there no way in which these 
competing organisations can at 
least agree with the programme 
contractors the correct time otf 
transmission ? 
A. H. Davies, 
Marketing and research manager, 
Rumble, Crowther & Nicholas 
Lid. 


‘Copytaster’ at 
the cooker 


Sin,-1 have far too much 
respect for the polemical staying 
power of the Electrical Develop- 
ment Association's spokesman 
(October 14) to begin a debate 
with him about the respective 
merits of gas and electricity for 
cooking and space heating. 

Fortunately, however, he seems 
less anxious to deny my state- 
ment than to find out who sang 
like a canary, blew the gaff, or 
spilled the beans. This I can tell 
him very quickly. 

My wife, my palate and an 


Walkers 


(showcards) 


MANCHESTER 


To The Editor .. 


examination of my bills told me 
about the cooking when |! 
changed to gas after 22 years of 
electric cooking ; and the 
economy of gas for both cooking 
and space heating was revealed 
at an exhibition in the Science 
Museum arranged by, as far as 
I recall, the Fuel Efficiency 
Department of the Ministry of 
Fuel and Power The date 
escapes me, but it was during the 
Labour Government's tenure and 
| believe that Mr. Gaitskell was 
Fuel Minister at the time 
COPYTASTER 
(As it has exceeded the bounds of 
advertising interest, this  corre- 
spondence is now closed. Error.) 


Take a gander 
at this! 


Sir, Considerable impetus 
must have been given to the late 
Damon Runyon's underground 
movement by Wyndham Law's 
use in his letter (October 14) of 
the word “butchers.” This is 
Cockney rhyming slang and 
nothing else. 

Correct Runyonese surely de 
mands the use of the word 
“gander”? 

(Miss) Emeen M. Cutt. 
147 Roll Gardens, 
Ilford, Essex 


... and another 
at this... 


Sin,—1 give you a very small 
hello and | wish to say | do not 
know the guy who is personally 
responsible for the blurb I see 
in your bladder the other day, 
but he is not such a guy as | wish 
to associate with 

I do not approve of guys using 
criticism of other guys, except 
when nothing else will do, but it 
is a well-known fact around 
Broadway that | do not end up 
with the same letters in my name 
as I start out with and in fact I 
am pleasing myself how I spell 
it for years. It is also a well 
known fact that any friend of 
mine 1s #00 ignorant to care 

Furthermore, because this guy 
is using limey slang and other 
obscurities | am personally not 
even acquainted with, he is lucky 
some upright Joe does not con 
nect him with the loose end of an 
arm slap-dab on the pimple 

D. RUNYAN 
(alias D. RUNYON.) 

(See page 3 for details of 

Christmas Competition.) 


No excuse for 
lack of care 
. . + 
in mailing 

Sim,-As Miss Avril Bird says 
(September 30) the error of ad- 
dressing a lady as “Dear Sir’ is 
a small one, but it is only one of 
many usually seen in direct mail 
shots from publishers. 

One day they will probably 
realise that direct mail requires 
the same care in planning and 
attention to detail as press adver- 
tising 

The difficulty of addressing 
processed letters to a mixed list 
is easily overcome. If not by the 
typist, then by using letters with- 
out a salutation, which can be 
replaced quite effectively by a 
short headline leading into the 
sales letter. Unfortunately, few 
of them seem to know what 
constitutes a sales letter 


W. Wat 


Thornton Road, 
Burnley 


Only effective 
displays sell 


Sim,--Knowing the advertising 
agents who work for v. 
Stiles (October 7), | can only say 
that they are of the highest order, 
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but there appears to be a flaw 
in his argument that they or any 
other agency understand  ai/ 
aspects of advertising. 

If this statement were true, then 
Mr. Stiles’s last paragraph would 
be unnecessary. The only way 
to command space for display in 
any shop is to produce a design 
which is so effective that the 
retailer is immediately attracted, 
and will put it on show rather 
than discard it, and I maintain 
that the ability to produce such 
display can only normally be 
found by those who are 
specialists. 

1 would welcome the oppor 
tunity of producing facts and 
figures for Mr. Stiles to support 
this argument. First the theory, 
Mr. Stiles, and then the practice! 

H. M. Cooper, 
Director 
Abbey Display Co., Ltd., 
London, W.1. 


New ce journal will make ‘prizes 
for reading the ads’ offer 


A pilot issue of Home News and 
Shoppers’ Guide, a new controlled 
circulation monthly published by 
Olniburn Ltd., will appear early 
in December 

Readers will be encouraged by 
the offer of cash prizes to study 
the advertisements. 

They will be invited to state 
how they would spend £1,000 on 
the goods offered in the adver- 
tisements 

Designed to help manufacturers 
and retailers promote each other's 
sales, this magazine will be sent 
free by post to meet advertisers’ 
individual requirements, making 
national or local “editions” pos- 
sible. Rates will be in the neigh- 
bourhood of £90 per page (14 in. 
deep x 10} in. wide) for a single 
insertion per “edition” of 20,000 
copies 

Geoffrey Rhodes is resigning 
from the advertisement manager- 
ship of Stores and Shops to 


become general manager of the 
new journal, and Mary Giles is 
joining the advertisement repre 
sentative staff from the subscrip- 
tion department of Illustrated 
Newspapers. 


‘Come to Scotland 
drive suggested 
Why is no “Come to Scotland” 
campaign seen in the Nether 

lands ? 

J. Langenberg, an executive of 
the Schelde Royal Co., Flushing, 
shipbuilders, said in Glasgow: 
“You would get many thousands 
more visitors from Holland if 
you intensified your publicity. 
Comparatively few in the Nether 
lands are aware of your wonder- 
ful scenery. 

“I think you could expand 
your tourist traffic enormously 
You are only at the fringe of its 
exploitation.” 


: es 4 at 
* a 
My ‘ 

sp You 4) 
; revoucnine’ oS rea, \ | 
P | 
ol ao you On 
“ whom AWK 
op gt? Fo, tie £ . : 
5 sugee Sworn, 
4 : 3 ; 
: . Miimited , J 
ay ae Boy tee ae : Tae oe =e yy oe See See Se pe. 


Octoser 21, 1955 l 


: Services for 
| Advertisers and 
Agents 


ADVERTISER'S WEEKLY 


cS 


Sample and Circular Distribution 


House-to-house distribution of samples and circulars is highly organised. We have a very 
. large staff continuously employed throughout the country. On average over 2,500 field staff 
are employed each week. Distributors operate in teams of five, four women distributors and 
one full-time supervisor with a car. Over every ten teams there is an inspector, and over the 
inspector a chief inspector. In addition, our own research staff make further checks on 

i distributions. 

We have mapped every town in the country and these maps include full details of all new 
property, probably the only complete record in the country. All staff are fully insured, 
including a special car insurance for the supervisor, to cover business use and the carrying of 

4 samples. Average distribution is 11,000 per team per week and we can cover all the towns of 
the country in just over four weeks. 

House-to-house distribution has many uses. It can be used for mass distribution of 
literature or samples at low cost. It can be used in small areas for test selling schemes and 
product reactions. It can be used to support retailers round their customer area—and there 
are many other uses. 


it can be selective according to class or such groups as houses with gardens or garages 
If you consider house-to-house distribution of samples or circulars of value to you, write 
for our comprehensive booklet. If you want advice, we have more knowledge of sampling 
and its effect than anyone else in the country. 


Market and Consumer Research 
A Census of Distribution Consumer Panels for Product Testing 


We offer a simple and quick method of checking 

a ave er panels, ¢ ( P 
distribution in any part of the country. The stocking We have five consumer 5 _ = « _ a 
of the product is checked by actual purchase and the representing the mass market Classes B, © anc 


information obtained reveals :— 

(a) Percentage of shops in stock ; 

(b) Percentage of shops out of stock ; 

(c) Percentage of shops not stocking ; 

(d) Percentage of shops who have ceased to stock 
The information is obtained very quickly and the cost 
is £30 per 100 calls on grocers and {35 per 100 calls 
on hardware retailers, chemists and others, exclusive 
of cost of purchase of product 
Commissioned Research 
We have a large field force of trained investigators in 
all parts of the country. We can undertake national 
research on any scale. 


Research through these panels is operated on a regional 
or national basis and are ideal for obtaining quick 
reactions to problems concerning products. The basic 
cost per research per panel is £75 


Commercial TV Panel 


We are able to offer a panel of over 500 commercial 
TV viewers spread over the entire London Commercial 
TV area, and duly stratified into income groups, 
households with children, etc. It can be used for 
detailed research or for spot check on specific pro- 
gramme reception 


Fuller details of these services are given in our booklet 
** Research Facilities’’ and a copy will be sent to you on request 


CIRCULAR DISTRIBUTORS LTD 


+ CONSUMER RESEARCH 


LONDON SALES OFFICE: 54 GT. MARLBOROUGH ST. W.!. GERRARD 0068 
HEAD OFFICE: GLEN ISLAND, MAIDENHEAD. MAIDENHEAD 1120 


LTD 
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Audit Bureau of Circulations, Ltd. | “| 


Jan/June 1955 


Tye INVESTORS! CHRONICLE" A.B.C. Certificate PERIODICALS 


Address ...125..2leman Street, IONIDN, Eelale 
Auditors Price Waterhouse & Cos, 3, Frederick's P) Yh Jewry, LONDOR, Bes 
Description ../oekly. Finanolel Journad ee vem Wetes.... ABelGs 


CIRCULATION PROMOTION SCHEMES 


Seensenss Coupon a. Pay-to-coter NONE Git i Pull detsis of any 

. ONS 9 Compe a oe ONE where ip we, in 

om titions ; | b. Free HONK pomeamon of Bureau. 
PERIOD i 3° Se Moaths 18} Jemery to 20th June 1955 


‘. Menke dbdMONE US a Bee a oS ee 
2. Total Net Sales at recognised trade terms or published prices... —... Ts 


% AVERAGE NET SALES PER ISSUE at recognised trade terms or BS 
published prices - eee tee ood eee vee - eee ty aed 


ee 
4. Average number sold at less than recognised trade terms... ... ... a 
5. Average number sold at less than full subscription rates... 0 eee 


Authorised for issue by the Cogncil of the Bureau. 


7 
22 Oe nn Mla AacBortet Oe 
‘ Secretary. 


Certificate is the COPYRIGHT property of 


whe Investors’ Chronicle IAd.. 
Audit Bureau of Circulations, Limited. 


. Shapland, Circulation Manager, 


INVESTORS’ CHRONICLE 


George Bullock, Advertisement Director. 
Grocers’ Hall Court, London, E.C.2. 
MONarch 8833 
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‘Express’ going 
up to 
twopence? 


Following the week-end an- 
nouncement of a rise to 3d. in 
the prices of all the popular 
national Sunday newspapers, the 
question being asked in Fleet 
Street was: 

Will the Daily Express and 
the Daily Mail now come into 
line with the other national 
dailies and put their price up 
to twopence? 


Said Tom Blackburn, general 
manager, Beaverbrook News 
papers: “No comment.” 


Said Stuart McClean, managing 
director, Associated Newspapers: 
“No immediate price rise for the 
Daily Mail is contemplated.” 

The Sunday papers all attri 
buted their price rise to mounting 
costs of raw material, production, 


transport and distribution, and 
increased wage bills 

Following their recent price 
rise, the Daily Mirror, Daily 


Herald and News Chronicle have 
been granted extra newsprint by 
the Board of Trade. It is only a 
small proportion of the increase 
to which they would have been 


entitled if they had raised their 
prices at the beginning of the 
rationing period 

Ihe Herald and Chronicle get 
68 extra pages and the Mirror 
136 before the period ends in 
March 

FOOTNOTE: The Daily Tele 
graph has distributed a poster 
stating: “2d. as usual.” 


TV ads pull, 
say Odhams 


First indication 


that commer- 
cial television is pulling results 
tor advertisers comes from a pub- 
lishing house-—-Odhams Press 
Ltd 


They state 
London area 


“Newsagents in the 
report increased 
demands for Woman since the 
opening of the ITA service.” 
One-minute filmed commercials 
advertise Woman every Wednes- 
day night at peak viewing time 


for 
Monday, 


{3 4s 


are 


COPY : 


Damon 


the follow ing 
relations, 


CHRISTMAS 
CONTEST 


Closing date for the Apver 
TIsSeR'S WEEKLY 
contributions to _ the 
Annual Christmas Number is 
October 31 
Prizes of £10 10s., 
offered for 
second and third entries judged 
best in each section. 

A piece of copy for 
a new detergent written in the 
style of one of the following 

Runyon, 


amusing illustration of one of 


Consumer reaction, 


competition 


£5 5s. and 
first, 


its financial 


Haslam 


: At a press 

Mills, Samuel Pepys, Gertrude annual report 

Stein, Rudyard Kipling Council’s shi 
ART WORK The most 


Henry F. Jone 


tf 
lient Se gail 


phrases : 


Motor 


finest display’ 


Consensus of opinion on the 
Show, which 
London this week, 
the best displayed exhibition of 
its kind in the world. 


The Evening 


it for quality of both products 
and display. 
Of special interest to advertis 
ing men and top executives were 
models with built-in TV sets and 
tape recorders, 


Government 
demands 
opened in 
is that it is 


Standard praised 
year.” 


Pressed for 


said: “I 
precise figures 


t-term 
advertising was 


“In every 


should 
sive, and in recognition of that 
policy there has been a reduction 
in the scale of publicity for the 
coming months. 
until the end 


an est 
extent of the 
would rather 


year, 


conterence on the 
on tuesday the 
policy on 
explained by 
8, deputy chairman 
market in 


Facility visit, Class A reader — seca sord , ae | 
ship, Random sampling. os ‘ wc! _— * aoe i 7 
Entries should be addressed ee mere ts = rege _ ; _ 

e regard publicity as an essen 
to The Editor, | 180 Fleet tial part of the commercial enter 
Street, London, E.C A, prise which is 1 iry for any 

industry which operates in com 
petitive markets. Publicity is part 

Motor Show—‘world’s — of our normal day to day activi 
ties 


“But the present policy of the 


home 
exces- 


is that 
not be 


This will extend 
of the financial 


mate of the 
cut Mr. Jones 
not give 

iy that 


but I will 


they will be substantial 


which are 
decided on drastic cuts over the same period 


Publicity part of normal activities, but 


Substantial cuts 


in 


Gas Council budget 


HE Gas Council is to make substantial cuts in its advertis- 

ing and publicity expenditure during the remainder of 
which ends next March 
the announcements (ADVERTISER'S WEEKLY 
the local gas boards 


This follows on 
. October 7) that 
autonomous, have already 


TV tie-up 
advice for 
retailers 


Iwo pieces of advice for the 
retailer were given by Patrick 
Henry, sales director, Associated 


leleVision Lid 
the Drapers 
in London 

First: He should ask 
how he personally 
be affected by a 
Should he not 


when talking to 
Chamber of Trade 


himself 
was going to 

commercial 
order 


in some 
more stock”? 

Second: He should ask him 
self if there was anything pos 
sible that he could do in the way 


of display to tie-up with the com 
mercials 

Mr. Henry estimated that com 
mercial TV could count on 80 
per cent of a viewing audience 
of 1} million for all the be 
programmes and the 
cials that went with 


st top 
commer 
them 


THE ADVERTISING 


MAN’S 
Libra Laughs Last 


(September 23 - October 23) 


Libra subjects should count their lucky stars 
this month 


for as recently as the 23rd of 


Virgo a quick survey showed that theirs 


would be the usual run of “ 
not quite’s ™ 


and“ 


almost's”, * 
But recent atomic explosions have 


nearly's 


ended all that 


The stars now smile benevolently 
atom bombs are dropped before the end 
(especially in your district) you ought t 


Reginald Harris Publications Lid 


and if no more 
Wf the mont 


have a well 


PUBLIC SERVICE 


1, Stanhope Row 


GUIDE TO ASTROLOGY 
ea i from your recent run of 
I -luck 
Not g good ts going to happen of 
r In fact nothing is going to 
happe fiut even that will be a ’ 
wel e change won't iu? Na 
The na the H bomb y/ 
hasn't altered ia the tried, (y 
truste cautifully adver 
tised ecemt that Public Ser 
¢% ia irculation is 
— i buy at only 11/24. per 
th See you! A Mes Loy 
Sy. et Sa: d 
‘ps 
Mayfair, WI GRO 4477 
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World PR men to introduce 
code of ethics 


NEW ORGANISATION WILL 


TACKLE 


QUALIFICATIONS PROBLEM, TOO 


A code of ethics and qualifications is to be drawn up for the 
international practice of public relations. 

This was decided at the first meeting of the Council of the Inter- 
national Public Relations Association at The Hague on Friday. 


Representing national public 
relations associations in Canada, 
France, Great Britain, the Nether- 
lands, Norway and the United 
States of America, the Associa- 
tion was formed in May 

On Friday recognition was 
granted to the Centre Belge des 


Public Relations. The Council 
studied the procedures to be 
adopted regarding the recogui- 


tion of other international public 
relations associations, ahd the 
admission to individual member- 
ship of qualified practitioners. 

Delegates were received by the 
Royal Netherlands Ministry of 
Foreign Affairs and the Munici 
pality of The Hague. 

The president of IPRA, Tom 
Fife Clark, director - general, 
British Central Office of Informa- 
tion, delivered an address to the 
members of the Public Relations 
Society of the Netherlands. 

The next meeting of IPRA will 
be held in Great Britain next 
spring. 


ISMA debate 
press impact 


The motion “that the impact 
of press advertising on sales is 
exaggerated” was defeated after 
a debate staged by Leeds Branch 
of The Incorporated Sales Man 
agers’ Association 

Henry J. Sutcliffe, immediate 
past chairman of the branch, 
proposed the motion, Clifford 
Brooke, a past chairman, 
seconded, Opposing the motion 
was Charles Sumrie, branch 
president, with the support of 
I, Piccolomini, director of Lovell 
& Rupert Curtis. W. A. Wads 
worth was in the chair 

The majority view was that 
advertising is an essential stimu 
lus to selling, and that press 
advertising in particular makes 
great impact on the mass of the 
buying public 


Cake streamers 


Two seven-coloured advertising 
streamers which aim at boosting 
the sale of cakes, and are equally 
suitable for either shop windows 
or on delivery vans, have been 

roduced by the Bakery Allied 
raders’ Association, in agree 
ment with the National Associa- 
tion of Master Bakers and Con 
fectioners. Both streamers have 
the theme “Cakes For Tea.” 


ROLE OF PR— 
‘TO EDUCATE, 
DEFEND’ 


Role of public relations in a 
modern society was analysed by 
Lex Hornsby, president of the 
Institute of Public Relations, 
when he spoke at a dinner of the 
Institute’s Scottish Group in 
Edinburgh last week. 

“Our job is that of educators 
to supply information so that the 
public may weigh up what it is 
getting for its money. In my 
view, it is the duty of any or- 
ganisation to supply that informa- 
tion and explanation,” he said 

Public relations was all the 
more important in an age in 
which there was a very great 
danger of the mass media of 
communication, in unprincipled 
hands, being used as a means of 
usurping the sanctity of the 
human mind. 

We were living in a time when 
one could make people think and 
act almost as one wished them 
to act, and such a situation en 
tailed great responsibilities for 
those engaged in the various 
forms of public relations, said 
Mr. Hornsby. 


Following the smccess of last 


vear s 


Gimmick of this Rael-Brook Toplin 
shirt window display is an ironing 
board actually sticking out through 
the window The display was pro 
duced by Rael-Brook in conjunction 
with Smart Brothers at their Shaftes 
bury Avenue, London, Store 


‘The Recorder’ 
Statement by 


The liquidator of The Recorder 
Ltd. has announced a first and 
final dividend to unsecured credi- 
tors at the rate of 9.901d. in the £ 

An account has been issued to 
creditors showing that the assets 
of the company realised £14,711, 
including £6,660 received for the 
publishing rights of the Recorder 
Weekly. Preferential claims for 
PAYE tax, salaries etc., amounted 
to £3,654 and a debenture for 
£2,500 has been paid off with 
interest. 

Claims of unsecured creditors 
have been admitted for a total of 
£112,581, compared with the esti 
mate of £125,521 in the statement 
of affairs issued last year. 


Christmas lantern decorations in 


Regent Street, the Regent Street Association has decided to sponsor a more 


ambitious scheme this year 


This picture shows an artist's impression of 
how Regent Street will look to Christmas shoppers 


Some 1,200 floodlit 


aluminium snow-crystal stars will be suspended from cross street wires down 


the whole length of —— Street 
are Beverly Pick 


Designers and producers of the scheme 
and Associates Lid 


Octoper 21, 1955 


Diploma awards, then 
Commons dinner 


The annual meeting of the 
Society of Diploma Members 
of the Advertising Association 
will be held at Church House 
Westminster, at 5 p.m. next 
Friday. 

The meeting will be fol- 
lowed at 6 p.m. by the presen- 
tation of Diplomas by the 
president of the Advertising 
Association, Norman Moore. 

Then the annual dinner of 
the Society will be held in the 
restaurant of the House of 
Commons. 


Belfast exhibition 


Lord Glentoran, Minister otf 
Commerce for Northern Ireland, 
has agreed to open the Office 
Appliance and Business Equip 
ment Trades Association's next 
Business Efficiency Exhibition at 
the King’s Hall, Belfast, on 
Monday, October 31. Thirty-six 
firms will be taking part 


final dividend: 


W. J. Brittain 


W. J. Brittain has issued the 
following statement 

“The figures given by the 
liquidator of the Recorder Ltd., 
are, of course, accurate and fair, 
but can be misunderstood 

“The figure of claims of 
unsecured creditors admitted, 
£112,581, given by the liquidator 
includes £11,400 unsecured notes, 
which were put as capital instead 
of Preference shares, and £40,763 
due to companies controlled by 
Mr. Brittain. 

“Further amounts have been 
paid or were guaranteed by these 
companies or Mr. Brittain per 
sonally, 

“The sum remaining owing to 
outside trade creditors not 
covered by these payments and 
guarantees is under £10,000. This 
could have been paid in full out 
of assets, if there had been no 
liquidation, without selling the 
Rec order Weekly 

“Mr. Brittain was prepared, and 
gave instructions, to offer outside 
trade creditors an immediate cash 
payment of 2s. in the £ in March, 
1954, and to pay them in full out 
of future profits of the Recorder 
Weekly. But the inspection com 
mittee decided that no composi 
tion from Mr. Brittain should be 
accepted.” 


Membership changes 


Nicholls Dorrity Advertising 
Ltd., Birmingham, have been 
transferred from the category of 
Registered Practitioner to that 
of Incorporated Practitioner in 
Advertising by the IPA. The fol 
lowing have been admitted as 
Registered Practitioners in Adver- 
tising: Norman Davis Ltd 
(London), and Jack White & 
Associates, Birmingham. 
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Octorer 21, 1955 


‘Sunday Times’ wins 


design 


award 


The “Sunday Times” has won the Annual Award for News- 


paper Design, 1955, 


It was judged the best of 185 entries 


and will receive the bronze plaque. 


Results of the classified sections 
ire 


CLASS 1 

(Morning and Sunday News- 
papers) 

1. The Observer 

2. News Chronicle. 

Highly commended : Irish 


Times, Eastern Daily Press, York- 
shire Post, Birmingham Post. 


CLASS 2 
(Evening Newspapers) 
1. Northern Despatch 
lington). 
2. Evening Despatch (Birming 
ham) 


(Dar 


Highly commended: Oxford 
Mail, Shields Gazette, Bolton 
Evening News, Evening Adver- 


tiser (Swindon). 


CLASS 3 
(Weekly newspapers) 
1. Harlow Citizen 
» Worthing Herald 
Highly commended; Radcliffe 
Times, Birkenhead News, Burn 
ham-on-Sea Gazette and High 
bridge Express, Bucks Examiner 
This Award, which is organ 
ised by Printing World, is made 


Presburys show 


to the newspaper judged by an 
independent panel to be the best 
in typography, layout and the use 
and reproduction of illustrations 
Chairman of the administrative 
committee is Sir George Wrisberg 
The title of the winning news 
paper is engraved on a bronze 
plaque designed by Donald 
Urquhart and presented by Lino 
type and Machinery Ltd., which 
is held for the year of the award 
Judges for the 1955 contest 
were: Charles Batey, printer to 
the University at the University 
Press, Oxford, Oliver Robinson, 
editor, Good Housekeeping , and 
David Bland, director and pro 
duction manager, Faber & Faber 
Lid 
Of the 185 entries 
Class |; 
in Class 3 


26 were in 
29 in Class 2; and 130 


Presentation of the plaque and 
other awards is being made at 
the Savoy Hotel, London, to-day 
(Friday) 

The award committee is to 
organise an exhibition of the 
winning entries in this and similar 
contests held abroad 


latest ad films 


for cinemas and television 


At the Hammer Theatre, last 
briday, S. Presbury & Co., Ltd., 
screened their first series of 
cinema and television advertising 
films produced at their Twicken 
ham Studios 


Iwo - minuters shown for 
cinema distribution were for the 
Bristol wine merchants, John 
Harvey & Sons Ltd. (agents Dor 
lands Ltd.), for Aspro Ltd., Phil 
lips Patents Lid. (Immedia Ltd.) 
and the Singer Sewing Machine 
Co., Lid. (Wilkes Bros. & Green 


wood Ltd.) 


One-minuters were for Reming 
ton Rand's Super 60 (G. Street & 
Co., Ltd.) and Goblin Teasmade 
Pratt & Co. (Advertising), Ltd.) 


A clever little parody in car 
toon and colour entitled “Little 
Jack Horner” for Stork Mar 
garine was only SO feet long 
writes Paul Nugat 


lelevision spots 


For TV, three 15-second spots 
were shown for Trico Windscreen 
Wipers (Smee’s Ltd.), Lucozade 
(G. S. Royds Ltd.) and one 
1S-second spot each for Woman's 
lHustrated Qohn Haddon & Co 
Ltd.) and Waterman C/F Foun 
tain Pen (Cecil D. Notley Adver 
tising Ltd.) 


Finally two one-minuters for 
Burton Tailors (W. S. Crawford 
lid.) and two 30-seconders for 
Regent Petrol (C. J. Lytle (Adver 
ising) Ltd.) 


ADVERTISER'S WEEKLY 


ruary 6 1905 ; Fetabtenbesd 182 


CHIANG TO LEAVE "S84 
TACHEN ISLANDs 
Nationalicte Agente to | 5 
Call for Lmmediate Action 


SEW CEASE-FIRE MOVES 
EXPECTED THIS WERA 


Part of the ‘Sunday 


Times 


THE SUNDAY TIMES ..... 


M. COTY SERKS NEW 
PREMIER TODA) 


front page which won the awart. 


Catalogue descriptions lead to 
£50 fines under Marks Acts 


Fines totalling £50, together 
with costs of £150, were imposed 
by the Lambeth Magistrate on a 
mail order firm prosecuted by the 
Retail Trading Standards Asso 
ciation under the Merchandise 
Marks Acts 

S.K.L. Ltd, of Liberty Street 
London, S.W.9, pleaded guilty to 
the sale of a skirt containing over 
SO per cent of rayon to which 
the false description “flannel” 
had been applicd, also to false 
use of the descriptions “suede,’ 
“conti-calf’ and “snakeskin” in 
respect of shoes offered in their 
illustrated spring catalogue 

The Retail Trading-Standards 
Association withdrew summonses 
in respect of false application of 
the description “moire silk” to a 
handbag lining Mr. Michael 
Eastham, for RT-SA, told the 
Magistrate that the Association 
was satisfied that this description 
had been accepted by SK.L. Ltd 


‘Art in Advertising’ Exhibition: 
Opening by Minister of Education 


Sir David Eccles, Minister of 
Education, will open the Art 
in British Advertising Exhibi- 
tion, organised by the Adver- 
tising Creative Circle, with the 
backing of “The Times,” on 
the evening of November 21. 

The ceremony will take place at 
a party which is being given 
by Gavin Astor at the Royal 
Society of British Artists’ 
Gallery, 64 Suffolk Street, 
London, where the exhibition 
is being held. 

The main slant of the exhibition 
is away from the functional. 
Works were chosen by a selec- 
tion committee consisting of 
Lord Methuen, a painting peer, 
James Fitton, RA, Stephen 


Bone, art critic of “The Man- 
chester Guardian,” and W. J. 
Warboys of ICI. 

They were briefed to consider 
only the artistic quality of the 


several thousand entries, from 
which they had to make a final 
selection of three or four 
hundred. 

fo house the exhibition the 
RBA Galleries are being 
transformed by a display com- 
mittee from the Creative Circle 
headed by Festival of Britain 
designer Sir Hugh Casson, The 
realisation of the designs is 
being made possible through 
the co-operation of Leon 
Goodman. 

Leaders in the planning and 
realisation of the exhibition 
are George Pope, advertising 
manager of “The Times,” 
George Plante, of Young and 
Rubicam, Jack Beddington, of 
Colman, Prentis & Varley, and 
Lindley Abbatt of Crawfords. 

The November issue of “Art and 
Industry” will be entirely de- 
voted to the exhibition. 


from their supplier in good faith 

The Association also withdrew 
summonses alleging false applica 
tion of the description “fleece” 
following the amendment by 
S.K.L. Ltd. of their current illus 
trated catalogue 


‘Overall Week’ 
promotion 


Britain's first National Overall 
Week, organised by the Overall 
Manufacturers’ Association, is to 
he held from April 6 to 14 next 
year. The Cotton Board has sub 
scribed £1,000 towards the pro 
motion 

A provisional advertising pro 
gramme has been drawn up, and 
publicity material will include 
display cards, window pelmets 
ind stamps to go on suppliers’ 
correspondence 

Ihere will be a national 
window display competition dur 
ing Overall Week, with £900 in 
prize money 

A number of individual cloth 
suppliers have promised to co 
operate 


‘Hlomes and Gardens’ 
new progress 


A booklet despatched to adver 
tisers and agents throughout the 
country describes the progress 
made by the Newnes magazine 
Homes and Gardens 

It is claimed that during the 
past year the journal has won an 
even larger share of the upper 
income group market The last 
audited net sale was 180,789, and 
1,306 advertisement pages 
been sold for 1955 

Stuart Mander, advertisement 
director of George Newnes Ltd., 
points out in the folder that the 
boom in home development of 
all kinds continues 


have 
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£100,000 for 
laundries’ first- 
year drive? 


Members of the Laundry Ser 
vice Development Group have 
heen told by Dennis Clive, direc 
tor of trade promotion to the 
International Wool Secretariat, 
that if the laundry industry is 
contemplating a co-operative 
promotion campaign they should 
allocate at least £100,000 for the 
first year of the campaign 

Ihe campaign as such should 
cover a period of five years with 
an increase of £50,000 every 
year This meant that the 
industry would be = spending 
£300,000 during the filth year 
but even such a large sum as this 
represented less than one pe 
cent of the turnover of the entire 
industry, Mr. Clive said 


‘Tea-time talks 


on direct mail 


The British Direct Mail Adver 
tising Association are introducing 
tea-time talks “to encourage the 
junior elements.” 

Talks will be given by the 
representatives of well-known 
organisations at the Royal Scot 
tish Corporation Hall, Fetter 
Lane, E.C.4, on the first Wednes 
day of each month from Novem 
ber to April (5.45-7.15 p.m) 
Tickets are Ss. each, season, 25s 

November 2: R. Hayter (But 
lins Ltd.); December 7: John ¢ 
Shepherd (British Federation of 
Master Printers); January 4 
George A. Cooper (Hulton Press 
Ltd.); February 1 Alan A 
Martin (British European Air 
ways); March 7: ¢ H. Gibbon 
(Remington Rand Ltd.); April 4 
8B. J.C. Hamerton (Dr. Barnardo's 
Homes) 


Basil Butler Co, Lid. have now 
moved from the two buildings which 
they occupied in Hertford Street to 
78 Brook Street, W.1 (above) at the 


north-east corner of Grosvenor 
Square The new premises consist 
of six floors, with lift The floor 
area is larger than that of the two 
Hertford Street offices combined, 
thus allowing for further expansion, 
There is a small garden, and also 
a separate entrance for servicing the 
production, print and photographic 
departments. 
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Folkestone wins trophy 
for holiday poster 


The Scottish “Daily Record” 
Blue Riband trophy for holiday 
posters was presented this week 
to the Mayor of Folkestone at a 
civic reception given to the Asso- 
ciation of British Travel Agents. 

Object of this contest is “to 
provide a stimulus for good 
poster design among Britain's 
resorts, which every year face 
increasing competition from Con 
tinental holiday places, many of 
them aided by heavy Govern 
ment subsidies in flooding the 
world with superb publicity 
material.” 

[he judging panel commented 
on the progress in the general 
standard of design 

“Britain has little to fear from 
any other country now in the 
matter of producing posters that 
catch the eye, please the mind 
and lure holidaymakers,” their 
report states. “A new spirit of 
vitality and imagination has 
appeared in Britain's holiday 
posters.” 

Other towns represented in a 
short-list of six from which the 
winner was selected were 
lorquay, Whitby Bay, Aberdeen, 
Paignton and Hastings 


Schemes to boost 
Glasgow classifieds 


To increase reader interest in 
their classified advertisements 
Glasgow's Evening Citizen and 
the Evening News are using 
give-away schemes. 

The Citizen has arranged with 
grocery manufacturers to give a 
daily grocery parcel containing 
14 branded food gifts to one 
reader of the Citizen whose 
name is given in the “Want” 
columns of the paper 

The Evening News is using a 
similar scheme, offering two free 
Glasgow theatre seats, 


The winning poster 


IPA examination 
lecture programme 


A course of lectures for the 
Membership and Associate 
Membership Final Examinations 
of the Institute of Practitioners in 
Advertising is being held at the 
Institute’s premises on Wednes 
day evenings from now until the 
end of February. 

The programme covers problem 
analysis, market and media re- 
search, marketing and merchan- 
dising, campaign planning and 
operation, and agency adminis- 
tration 

For students for the Inter- 
mediate examination, one-day 
courses have been arranged for 
October 29 (reproduction), 
November 26 (media), and Janu 
ary 28, 1956 (copy and layout). 
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VALUE OF THE 
PRINTED WORD 


Prominent figures in printing, 
publishing and journalism, with 
distinguished representatives of 
the medical profession atteaded 
the 68th anniversary festival 
dinner of the Lloyd Memorial 
(Caxton) Seaside Home, Deal. 

Sir Cecil Wakeley, senior 
surgeon. at King’s College 
Hospital, presided 

J. Rawlins, chairman of the 
home, said that the printing and 
allied industries had much to 
thank many people for in con- 
nection with the home. “One is 
that great man, the late Lord 
Southwood, of whom one can 
say ‘He was the father of 
charities,” and the other is the 
president, W. Surrey Dane,” he 
said 

The toast of the “Printed 
Word” was proposed by Miss Pat 
Hornsby-Smith, Parliamentary 
Secretary, Ministry of Health 
She paid tribute to the part print- 
ing played in furthering educa 
tion, culture, history and tradi- 
tion 


‘Good year’ for 


production men 


The Advertising Agency Pro 
duction Association has had “a 
successful year,” the AAPA's 
annual general meeting was told 
by the retiring chairman, W. R 
Phillips (Mather & Crowther 
Ltd.). 

The new chairman, Frank 
Chinnock (Young & Rubicam 
Ltd.), began his new office by out 
lining proposed lectures and visits 
for the new session 

Harold Butler (Saward Baker 
Ltd.) becomes vice-chairman 
The secretary, P. R. Allard (J 
Walter Thompson Co., Ltd.), and 
treasurer, G. C. Mitchell (Foote, 
Cone & Belding Ltd.), were re 
elected. Mr. Phillips retains his 
seat on the committee as the fifth 
member 


SURVEY EXAMINES £31 MILLION MARKET 


Nearly £500,000 a week is spent 
by Evening Despatch, Birming 
ham, readers on such non-durable 
commodities as clothing, cigar 
ettes and tobacco, beer, lipstick 
and face powder, and holidays, it 
is revealed in A £31,000,000 
Market, a readership survey pre- 
pared for Westminster Press Pro 
vincial Newspapers Ltd. by Re 
search Services Ltd 

It also states that the Evening 
Despatch reaches 328,000 readers, 
93 per cent of sales being in the 
survey area of Greater Birming- 
ham, defined as the area within 
a ten-mile radius of the centre 
Seventy-one per cent of Evening 
Despatch adult readers read no 
other evening paper. 

In addition to that on non- 
durable goods, the expenditure on 
purchases and/or instalments of 
more durable goods that will 


actually be made by readers dur 
ing 1955 is estimated as follows 
Cars, £2,600,000; bicycles and 
motorcycles, £299,000; house 
purchase, £982,000; television, 
£717,000 ; other gas and electrical 
apparatus, £579,000; furniture 
ind furnishings, £1,795,000 

The social class breakdown of 
readers is: Middle, 18 per cent; 
skilled working class, 26 per cent : 
working class, 52 per cent; and 
poor, four per cent. Five per cent 
earn over £15 a week; 13 per 
cent, £10-£15; 24 per cent, 
£7 10s.-£10; 44 per cent up to 
£7 10s. ; and 14 per cent are non- 
earners 

The total population of the 
survey area at mid-1954 was 
2,047,500. The survey was con- 
ducted between December 6, 
1954, and January 29, 1955, 
3,000 people aged 16 and over 


being interviewed 

Among the facts included are 
analyses on the basis of age, class, 
area, and income ; expenditure on 
women's and men’s clothing, 
smoking, beer, cosmetics, cars, 
motorcycles and bicycles, holi 
days, house purchase, gas and 
electric fires, water heaters, 
cookers, refrigerators, washing 
machines, vacuum cleaners, TV 
sets and furniture. There are also 
tables of readership of other 
evening, morning and Sunday 
papers. 

The survey has been hand- 
somely produced with colour 
decorations and varnished semi- 
stiff covers illustrated with drawn 
silhouettes of a street crowd. 

The survey is being sent to 
advertising agents and leading 
advertisers throughout the coun- 
try 
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Stores should link with 
makers’ television ads 


—says Manchester agent 


For retailers to gain advantage 
from TV advertising there should 
be a monitoring service to advise 
stores of the items being adver- 
tised, it was urged by a Man- 
chester stores’ chief, W. J. Mul- 
lins (Pauldens Lid.) after Derek 
J. Roe, joint managing director 
of F. John Roe Ltd., had spoken 
on “Commercial Television and 
Retail Selling” at a meeting of 
the North Western Branch of the 
Drapers’ Chamber of Trade in 
Manchester. 

Mr. Roe pointed out that moni 
toring as a continual professional 
service was in being in London. 
but this gave information when it 
had happened. What was wanted 
was advance information so that 
retailers could plan merchandise 
and displays 


Over-secretive 
Up to now, manufacturers had 
been over-secretive about their 
plans, but when commercial TV 


dropped into its place as a nor 
mal part of advertising, informa 
tion would be available to the 
trade as with national press 
promotions 
Retailers, Mr. Roe suggested, 
should consider buying time 
themselves to feature products, 
either independently or in par 
ticipation with manufacturers, 
while stores should give some 
thought to _ the value of 
advertising spots in relation to 


particular dates, times and 
programmes 
Anticipating that the Man 


chester CTV station would open 
on May |, giving every encour 
agement to local advertising, Mr 
Roe said: “I would like to think 
that when that time comes we 
shall show all the enterprise for 
which we have always been 
respected.” 


PUSH-BUTTON 


In the information room of London 
Press Exchange Ltd. their subsidiary, 
Immedia_ Lid have set up a 
Brook” projector which shows 
their current commercials at the 
press of a button. The commercials 
(on 16 mm film) are projected 
through a series of mirrors on to 
a back projection screen. The pro- 
jector needs no operator. 


Studying US 


TV methods 


William Sibbald, general sales 
manager, 8S. C, Johnson & Son 
Lid. (Jlohnson’s Wax Products), 
has gone to New York to study 
American methods of TV pre- 
sentation 

Mr. Sibbald, who expects to be 
away five weeks, will also take 
stock of the North American 
market generally, and investigate 
the development of self-service 


Halas seeks US 


market outlet 


John Halas, of the Halas and 
Batchelor Cartoon Studios, has 
flown to New York to discuss 
plans to produce TV commercials 
for the American market in his 
London studios 

He will also show Monsanto 
Chemicals, a 30-minute Techni- 
color film recently completed for 
them. Called “The World that 
Nature Forgot,” it is concerned 
with the development of plastics 


, ° 
TV campaign 

Colron, a range of wood dyes 
manufactured by Ronuk Ltd., are 
to be advertised on commercial 
television. W. P. Matthews, TV 
handyman, will give a two-minute 
talk and demonstration of the 
Colron method of floor treatment 
during the seventh of his weekly 
Do-it-Yourself” programmes, 


which will be screened on Nov 
ember 5 


Commercial puppets 


Major Leslie L. Goldberg has 
signed for Televisuals Ltd. Frank 
and Maisie Mumford’s puppets 
for the making of TV commer 

cials 
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Sidney Bernstein, | ' Granada TV Network Ltd., with some of the 
leadin 7 fi ave ATi er nity eri ‘ if ' bef re add lres me rite mbers 
of the Mar r P | ia l r. ave A.M. Rurn Stuart 
general mana A Vev pe 1, Ma ester; Laurence P. Scott 
chairman, Ma lian and Ever News Lid Sidney Bernstein 
Mrs. McMillan; J . on, John Newton (Publicity) Ltd Wo. McMillan 
advertisemen Manches Guardian and Evening News 


200 at CPV 


twenty-first 


birthday celebration 


Five hundred members of the 
Colman, Prentis & Varley group 
of companies and their friends 
dined at the Café Royal last 
Friday to celebrate the agency's 
coming of age. 


A. N.C. Varley, re nding to 
the toast, The Healt c Cry 
paid a warm tribute to the men 


and women who helped build the 


agency 


Referring to Terence Prentis 
Mr. Varley said H was one of 
the finest creative chaps in adver 
tising, and I can see a id deal 
of his influence still pervading in 
the work of the compar 

After speaking of the CPV men 
who did not come back from the 
war, Mr. Varley added The 
raw material and stock in trade 
of an advertising agency are first 
ind foremost th intel 
ligence, loyalty and its of the 
people in the bu 48 The 
second great element is the virility 


ind progress of i 

“Basically the d pment of 
CPV's from 
the increase of clients’ business 
They found that t! idvertising 
paid them very well, and built not 


business has come 


only their monetary turnover but 
their national and international 
prestige i 


Gallup, welcomingITA-BBCscheme, says: 
‘We are starting activation research’ 


During the next three or four 
weeks, TV Research (Gallup) 
Ltd. will be carrying out field- 
work for their first commercial 
TV impact-activation inquiry. A 
representative sample of com- 
mercial TV-viewing housewives 
will be matched with a sample 
from non-TV homes. A _ pantry 
check will be made. 

To begin with, the inquiry will 
be limited to: soap powders and 
detergents; toilet soaps; tooth- 
pastes; soft drinks, including 
fruit squashes; tea, coffee, and 
milk drinks; tinned foods; and 
perhaps one or two other pro 
duct groups 


reported 
17 days” 


Among the findings 
by Gallup on “the first 
are 

Uninterrupted viewing is un 
common There are sometimes 
as many as 15 interruptions in an 
evening 

The report 

“We sincerely hope that agree 
ment is reached to use the BBC's 
will relieve 
the funds avai research 
of the burden of churning out 
programme figures and so enable 
researchers to concentrate” on 
commercial spots —their audi 
ence, their impact, and activa 
tion.” 


also comments 


viewing fieures. Thi 


fable for 


Mr. Varley also stressed the 
responsibility of management for 
training of personne! in advertis 

Our company pro 

very practical en 
to the staff to take 
full advantage of the training and 
educational resources of the 
Institute of Practitioners in Ad 
vertising.”” 

R. H. Colman, a founder direc 
tor of the company, proposed the 
health of the guests 

Telegrams of congratulations 
from all parts of 


ing ind said 
pose to give 


couragement 


received 

the world 
Mrs. Varley presented personal 

gifts to 27 members for long 


were 


service 

Mr. Varley and Mr. Colman 
each received a silver salver sub 
scribed for by members of the 
firm 


A campaign 
with punch 


A novel method of presenting 
i new boomerang car wing 
mirror it the Motor Show on 
preview day was employed by 
Holden's Press Bureau for the 
clients, Desmo Lid 

British heavyweight champion 
Don Cockell appeared on the 
stand and sparred with a specially 
fixed Desmo Boomerang mirror 
to demonstrate how the mirror 
could stand up to blows from any 
direction and yet return 
ma ally to the exact 
position 

C ockell 
a track suit 


auto 
focus 


in boxing gloves and 
gave the mirror the 
left-right-left" treatment for the 
benefit of press cameramen —and 
failed to knock the boomerang 
out 

The Daily Express 
Sunday Uxpress, Picture 
futocar, Austin Magazine, Good 
Motorine, Motor, Motor World, 
Practical Motoring and Top Gear 
were used in a tie-up advertising 


Daily Mail 
Post 


campaign by A. N. Holden & 
Co., Lid., who handle Desmo's 
advertising 
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Re-organisation 
follows merger 


Following the recent merger of 
Baker Platinum Lid., Hanovia Pro 
ducts Lid, and Hanovia Lamps Lid 
under the name Engelhard Indus 
tries Lid., A. D. Bishop has been 
appointed group publicity manager 
if. was Hee 4 publicity manage: 
of Hanovia Lamps Ltd 

D. Pritchard has been promoted 
chief publicity assistant for the new 
Hanovia Lamps Division, and wil! 
operate from the factory at Slough 

Miss Joy Prior has been ap 
winted to a similar position for the 
Baker Platinum and the Hanovia 
Products Divisions. She will operate 
from the new group publicity and 
advertising department at 52 High 
Holborn, London, WC! 

* . 

Christopher Cross has joined 
Young & Rubicam as an account 
supervisor, from the J. Walter 
Thompson Co. Lid 


New director 


1. H. Hampherson, for the past 
three years copy chief at Howard 
Panton Ltd., joins the board of 
directors this week 

* 7 

H. F. Stevens, who joined Alfred 
Hates & Son Lid. early last year as 
an account executive, has been 
appointed executive director. Before 
joining Alfred Bates, Mr. Stevens 
was for many years in the advertise 
ment department of the Daily 
Herald 


* +. * 

John Kirwin has joined the Leeds 
office of Gee Advertising as an 
account executive He was for 
merly sales promotion controller of 


Wormalds & Walker Ltd, makers 
of Dormy blankets 
. * * 


Second son has been born to the 
wife of John Langley, public rela 
tions officer of Ingersoll Ltd 

* o * 

Walter Nurnberg, the photo 
grapher, has been appointed by the 
Education Commitice of the County 
Council of Middlesex to serve as a 
co-opted member on the Governing 
Body of Ealing Technical College 

* * 


Kenneth 
Milford-Astor 


exceulive 


Brown has joined 

Lid. as an account 
Previously he was assis 
tant display manager with Peter 
Lord! td the retailing subsidiary of 
Clarks Shoes 


H. E. Stevens 


D. Drummond 


T. Chippertield, 
director of Country & Sporting 
Publications Lid.. proprietors and 
publishers of Sporting Record and 
World Sports, is resigning. As fron 
Monday, November 7. the distribu 
tion of all publications at present 
handled by Country & Sporting 
Publications Lid. will be taken over 
by the Argus Press Lid 

7 7 


circulation 


* 

Miss Gwen Ferguson, editorial 
publicity manager for “Viyella” and 
Clydella.”’ has been on a busines 
trip to Dublin She attended a 
‘Film Night” meeting of the Adve: 
tising-Press Club 


On the sick list 


Iwo well-known Dublin per 
sunalities are on the sick list: Tim 
O'Neill, managing director, Sun 
Advertising Lid., is in the Burling 
ton Clinic; and Jack Webb, genera! 
manager, the Irish Times, is in th 
Adelaide Hospital 

* * 7 

Miss Oonagh MacWhirter, PRO 

Odeon (Ireland) Ltd., is to head a 


ladies’ committee for the Irish Tent 
of Variety International 
* . * 

J. Ross MacLennan, who spent 
two years in the Newcastle adver 
tsing department of Thomas Hedley 
& Co., Lid, has been appointed 
a vice-president of Ted Bates & 
& Co., Inc., New York. He was 
formerly with Erwin Wasey & 


Co, Gulld Copeland, who joined 
Bates in May, becomes a vice 
president and creative director 

* 


I. Rumley, sales director of Con- 
veyancer Fork Trucks Ltd., of 
Warrington, has left England to 
visit the company’s agents in Rho 


desia and South Africa He ; 
expected back at the beginning of 
next month, 


Hollywood visit 


Cecil King, chairman of the Dail, 
Mirror group, with his legal adviser 
Ellis Birk and Mrs. Birk on a visit 
to Hollywood were entertained at 
luncheon last week in the Universal 
International Sun Room by Milton 
R. Rackmil, preident, and Alfred 
E. Daff, executive vice-president 

. 7 


James Fitton has accepted the 
invitation of the Council of Indus 
trial Design to act on their behalf 


as adviser to the Postmaster-General 
on the design of greetings telegram 
forms He 
Mevynell 


succeeds Sir Franci 


Cecil King L. 


H. Humpherson 


On behalf of the staff of Kenny's 


Advertising 


1955 


Octopner 21, 


Agency, Michael B. Kenny 


makes a presentation to Miss Sheila Wilson, who has since left for Mei 


bourne to get married 
(general manager) 


Drummond joins 
Esso PR department 


David Drummond has been 
ippointed to the public relations 
lepartment of Esso Petroleum Co 
tid. in an editorial capacity He 
omed the John Lewis Partne: p 

general cditor of the Partn 
hip's publications in 1945. In 1951 


he joined the Ford Motor Co. as 
editor of Ford Family, and was also 
ngaged in other public relations 
duties for the company. In his new 
capacity, Mr. Drummond will be 
collaborating in the production of 
the Esso Magazine with Keith 
Thomson, who is responsible for all 
the company's publi relations 
publications 
* + 

M. R. Kindon has joined Gee & 
Watson's Brownlow Street studios a» 
i sales representative. He will be 
working with Norman Lay, who 
directs the G & W photographic 
studios. Mr. Kindon was previously 
with Photographic Advertising Ltd 
for 18 years 


* + * 
William S. Honneus, advertis: 
ment director of Time's Inter 


national Editions. arrived in Lon 
don on Monday for a stay of three 
weeks. He will a number of 
advertisers and agents in England 
ind Scotland 


y ° 
At Central Office 
Guy Schofield, formerly editor of 

the Daily Mail, has been appointed 

director of publicity at Conserva 
tive Party Headquarters with effect 
from November 15 He succeeds 

Mark Chapman-Walker, who is 

resigning to take up a 


Visit 


commercial 
ippomtiment 


J. Kirwin 


Also in the 


Miss M. 


picture U. to r.) are Eamonn Dunne 
Kelly and Miss C. Wallace. 


G. L. 
W. J. Mansfield with a gold watch 


McLellan, right, presents 


on the occasion of his retirement 


Boro’ presentation 


to W. J. Mansfield 


W. J. Mansfield, London works 
manager, retired last Friday afte: 
52 years with the Borough Billpost 


ing Co. A lunch was given in his 
honour at the Waldorf Hotel 
G. L. MeLellan presided and 


thanked Mr. Mansfield not only for 
his services to the company, but also 
for his contribution to the industry 
as a whole over many years He 
presented to him, on behalf of the 
directors of Odhams Press Lid. and 
his colleagues, a gold wrist 
suitably inscribed The works staf 
presented Mr. Mansfield with a gold 
signet ring 

Mr. Mansficld thanked his col 
leagues for their kindness and 
assured Mr. McLellan that although 
he was retiring he was still at the 


disposal of the company at any 
time 

Alexander Larkin, who served 
David Allen & Sons, Lid.. for 24 
years, and has been the Borough 


manager in Birmingham, succeeds 
Mr. Mansfield in London. R. G. 
Shearring, the Watford manage: 
succeeds Mr. Larkin, and H. A. 
Straw is appointed as Watford man 
ager 

* 7 * 

Arthur Pullen has rejoined th 
production staff of Stuart Advertis 
ing Agency Lid 

* . *. 

J. O; Arnold, director t J 
Arnold & Son, Ltd, Leeds pub 
lishers and printers, has become 
engaged to Miss J. A. N. Wingate 
of Chesham (Bucks) 


More News About People 
on Page 64 
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American tells Lancashire men 


how ads could save cotton 


JOINT PROMOTIONS ARE URGED TO 
ASSURE THE INDUSTRY’S FUTURE 


The importance of advertising in 


cotton was 


stressed by an American visitor to the Cotton Board’s Harro- 
gate Conference last week-end. He was Read Dunn, Jr., Direc- 
tor of Foreign Trade, National Cotton Council of America. 


“If cotton is to be sold, it must 
meet its competition, as we all 
know, on three broad fronts: the 
quality of its products, the price 


at which it offers them, and the 
sales pressure it puts behind 
them. In all the history of com- 


petitive selling, nobody has been 
abl: to come up with any other 
effective method,” he said. 


Discussing the fundamental 
policies behind the Council's 
promotional campaigns, Mr. 


Dunn said that it had concen- 
trated on markets likely to yield 
the greatest possible response, 
avoiding products difficult to 
promote, such as tyres. 

A small budget meant giving 
emphasis to those promotional 
areas in which relatively small 
amounts of money, supplemented 
by energy and imagination of the 
staff, could accomplish maximum 
results 

The Council had stressed the 


importance of obtainin co- 
operation, both financial and 
otherwise, from groups especi- 
ally interested in particular 
cotton products. 

Speaking of the oldest con- 


tinuous promotion event for the 
US cotton industry, the celebra- 


tion of National Cotton Week, 
Mr. Dunn said that at least 
15,000 stores participated each 
year. 

One of the most effective 
means of promotion, which it was 
hoped to use more extensively in 
the future, was a retail sales pro- 
gramme which included a sales- 
training manual and sales clinics 
The importance of training the 
shop assistant—the point of con- 
tact between the customer and 
the industry—could not be 
minimised. He could and often 
did determine whether the 
customer bought clothing or 
something else. 

The results of this promotion 
of cotton, said Mr. Dunn, 
showed that on a per capita basis, 
cotton consumption was up about 
three pounds per head. 

“If the industry throughout the 
world can intensify its efforts to 
help cotton meet its competition 
by promoting research for the im- 
provement of cotton qualities, by 
promoting efforts to lower the 
cost and reduce price all along 
the line, and by promoting sales 
to the consumers, the future of 
cotton can be assured,” said Mr 
Dunn 


MARK ABRAMS OUTLINES 
THE ROLE OF RESEARCH 


“In the past the cotton trade 
has made comparatively little use 
of consumer research, but because 
of the industry's heterogeneity its 
need for such research is un- 
usually acute,” Mark Abrams, 
managing director, Research Ser- 
vices Ltd., told the Conference. 

He suggested that the cotton 
industry's needs were: 
® Continuous research so that it 
constantly and speedily knows 
what is going on among con- 
sumers and how, where and why 
they are spending their money. 
© Substantial research before it 
embarks on any major publicity 
campaigns. 


® Co-operative research = into 
various sub-sections of the 
market-—-e.g., household textiles, 


women's clothes, men's clothes, 
The manufacturer, unless he 
took special steps, would be with- 
out answers to a whole series of 
questions which were of the 
utmost importance to him in 
planning production, selling and 
advertising. He wanted to know: 
1. How many people buy the 
sort of goods he is producing and 


who are these people in terms of 
age, sex, class, etc.? 

2. Are the people who buy 
these goods the same as those 
who consume them? If not, then 
who are the consumers and what 
part do they play in determining 
expenditure? 

3. Of those who neither buy 
nor consume these goods, how 
many are potential customers, 
who are they, and why are they 
non-consumers? 

4. What is the share of his 
main competitors in the market? 

5. What are the differences be- 
tween the people who prefer his 
goods and those who prefer his 
competitors’ goods? 

6. Through what retail chan- 
nels are sales effected by himself 
and his competitors? 

7. Why do some porate prefer 
his goods and why do others 
reject them ? 

8. What are the most effective 
means for inducing the latter to 
switch their loyalties——-by changes 
in price, modifications in the pro- 


@ Continued on page 66 


| Personality the 
| keynote in 
textile display 


Selling textiles through display 
was the subject of discussion 
between Donald H. Tomlinson, 
director, Colour, Design and Style 
Centre, Manchester, and Robert 
Little, exhibition consultant, at a 
meeting of Manchester and Dis 
trict branch of the Design and 
Industries Association 

The talk revolved round what 
exhibitions could do for the 
industry. The question of creat 
ing atmosphere and prestige was 
discussed 

Mr. Tomlinson said there was 
no question of trying to show 
something for everybody. The 
best designed shop was not neces 
sarily the one which was flood-lit 

personality was the keynote 

Mr. Little was against the use 
of anything which distracted 
attention from the goods 
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Dummy front page of an issue of 
the “BIF Bulletin” 


‘BIF Bulletin’ for 


1,000 agents 


The BIF Bulletin, which is to 
be launched by British Industries 
Fair Ltd. next month to keep ex 
hibitors in touch with fair pre 
parations, is also to be sent to 
1,000 advertising agents. 

British Government commercial 
and information posts overseas 
will also receive copies of the 
journal, which will be published 
seven times a year 


1,600-mile goodwill tour 


starts new export service 


FTER a 1,600-mile, deliver-the-goods van tour through 

five countries to the British Trade Exhibition in Copen- 

hagen and back, the promotion team of “Operation Enter- 
prise” has now returned to England. 


This was the inaugural trip of 
a direct-export service started by 
the Leicester firm of Taylor 
Taylor & Hobson Ltd., a member 
of the British Optical & Precision 
Engineers’ group in the Rank 
Organisation, 

The tour was organised through 
the overseas Division of Greenlys 
Lid., BOPE's agents. Overseas 
manager, Stuart Kerr, accom- 
panied the Taylor-Hobson team 
and planned the promotion from 
Leicester through France, Bel- 
gium, Holland, and Germany, to 
Denmark. 


Official reception 


Leicester's Lord Mayor gave 
the goodwill van a send-off from 
City Hall on September 20. In 
addition to carrying a range of 
Taylor-Hobson high precision 
measuring instruments and GB 
Bell & Howell cine cameras and 
projectors to be shown at the 
British Trade Exhibition, there 
were messages of greeting from 
the Lord Mayor and the local 
Chamber of Commerce, 

C, Saugman, president of the 
British Import Union of Den- 
mark, met the van at the entrance 
to the Exhibition. 

This journey was the first of a 


regular series of trans-continental 
deliveries to ensure rapid service 
to all European markets 

Says Mark H. Taylor, head of 
the 69-year-old firm: “I believe 
we are the first British company 
to operate this ‘personal’ export 
service.” 


£1 million orders 


Copenhagen Fair 


success 


The success of the British 
Trade Fair in Copenhagen was 
reflected in a speech made by Sir 
Norman Kipping, director-general 
of the Federation of British Indus 
tries, at a dinner given in Copen 
hagen by the Federation. 

Sir Norman said that orders 
taken on the restricted imports 
list amounted to over 15 million 
Danish crowns (£750,000), and 
the final figure would probably 
be £1 million 

Thirty-eight 


thousand buyers 
had visited 


the Fair, including 


6,000 from Sweden, 2,000 from 
Norway, and many from Finland 
and Germany. 
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onsider she Southam Newspaper market Here you 
have mere than 1,500,000 people who daily read a 
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He will be pleased to send you our booklag—brochure: of great oalue 
whetber you self now ta Canada, or contem plat: doing ie 


you get ACTION when you advertise in rue orrawas crrizen, THe 

HAMILTON SPECTATOR, THE WINNIPEO TareUNE, THR SoOmoNTON 

JOURNL, THE MEDLINE HaT NEWS, THe A peas HeKALD, THE 
_ VANCOUVER Pe 


‘SOUTHAM M NEWSPAPERS 


ee 
a . 
7 market in 4 ral 
- cyt : : 
al iz x} ‘ y 4 
* ee oe { 
a : . wt A ~ 
i 3 , seal rr Fae F , ot f 
{ f / 4 ' ae EE — Paige 
i ‘ f — d ; . 
7a so ~e F f Chu 
| —— hop: dh 2 oy 
ie — 4 ~ ail th of ee cance cbt oo : ide desiip : ae. eee 
_ 
7: ‘ ; 
| : 
| ee | 


ADVERTISER'S WEEKLY 


Sout hampto 


Public relations and advertising 
are not rivals, says R. C. Liebman 


“Many advertising agents in this 
country still regard public relations 
as an interloper, a post-war upstart, 
which looks to them like a dangerous 


rival, ready to pounce on their 
accounts,” publicist R. C. Liebman 
told a recent meeting of the 


Southampton Publicity Club 
Mr. Liebman, who was speaking 


on “Public Relations —Advertising's 


Partner—-Not Its Rival,” said that 
nothing could be further from th 
truth Mow PR men knew their 


limitations and had not the slightest 
desire to set themselves up in com- 


Club News 


petition with advertising 
too much about advertising and 
respected its tremendous value to 
trade and industry, 

“But does every advertising man 
know as much about public rela- 
tions?" he asked. “To many it is 
still something ‘new fangled,’ nebu 
lous and doubtful. When approached 
by a client with the request to plan 
a publicity campaign for a product 
they conveniently forget about PR,” 
he said 

Too often the axiom “When in 
doubt leave out” was applied. 


Golf 
Aldwych Club 


They knew 


President's aay of the Aldwych 
Club Golf Circle was held at 
Hendon GC last week, Results: 

Morning-——-winner. P. E. Keliher; 
runner-up, W. G. Barney ; hidden 
nine holes, C, Dickins, after a tie 
with P. D. White; guest's best 
score, D.  Brook-Pilling; guests 


runner-up, Ronald Jones, after a tie 


with J ayell. 
Afternoon-—winners, C. S. For- 
syth and A, M, J. Duck; runners- 


up, A. E, May and J, Mayell. 
NAGS 1956 fixtures 


Fixtures for the 1956 
the Newspaper and Advertisers’ 
Golfing Society have been re- 
arranged, and are now as follows. 

Sandwich week-end—April 6, 7, 


season of 


8; spring meeting——May 16, Berk- 
shire; summer meeting—July 11, 
Sunningdale; autumn meeting and 


supper—Sept, 26, Wentworth, 

The second annual dinner of the 
society will be held some time in 
March. 


Treland 


More members, 
and more 
money in hand 


During the past year there was 
a Slight increase in the membership 
of the Publicity Club of Ireland, 
reported honorary secretary Albert 
Price at the club's annual meeting 
in Dublin. He said attendances at 
club luncheons had been above the 
average, with a record of 160 at the 
Christmas event. 

The club had also devoted con- 
siderable attention, with other 


bodies, to the proposed Irish Pub- 
licity Exhibition, he said. 

The report of the honorary 
treasurers, George §. Childs and 


Miss Winifred Stacey, showed an 
improved financial position and a 
credit balance of £133, 


New officers 

There are eight newcomers on 
the Council for 1955-56, which is: 
advertising media representatives: 
Peadar S, Doyle (Dollard’s Printing- 
house), A. J. Gairn (David Allen & 
Sons), G. Sutton Kelly, Michael B. 
Kenny (Kenny's Advertising Ser- 
vice), Melville Miller (Urish Times), 
James Mansfield (Retail Grocer's 
Association), Brian D. O'’Kennedy 
(O'Kennedy-Brindley Ltd.), Eamonn 
O'Neill (Transport Subsidiary), 
Fergus O'’Sheehan (FOS Displays) 
and George O'Toole (Ormond Print 
ing Co.); advertiser members: Liam 


S. Boyd (TWA), George S. Childs 
(Irish Assurance Co.), G. P. L. Cook 
(Lever Bros., Ireland), Walter S$ 


Douglas (Lamb Bros.), J. McNeill 
(John Player & Sons), Jack O'Shee- 
han (Hospitals’ Trust), Victor M. 
Woods (Fry-Cadbury, Ireland), 
Albert Price (W. D. & H, O. Wills), 
Miss Winifred Stacey (Cerebos, 
Ireland), and Miss O, MacWhirter 
(Odeon, Ireland), 

In the voting for the club's 
1955-56 officers, Melville Miller 
advertisement manager of the /rish 
Times, was elected plead Other 
vice-chairmen 
and Fergus 
honorary treasurers, 
Childs and Miss Winifred 
honorary secretary, Albert 


appointments are: 
ee Cook 
O'Sheehan ; 
G. § 
Stacey ; 
Price 


“Lecester Mercury,” photograph 


At the Publicity Club of Leicester meeting are (left to right) W. E. Willson, 


Ling Mallison and A, M 


arrion. 


At the first meeting of the season of Birmingham Publicity 


John Brealey is seen here 


Advertising Association 
D. D 
(centre) is his father, H. N 


Leicester 
Barrister speaks 
at first meeting 


The question of whether capital 
punishment deterred would-be muy- 
derers was discussed by barrister-ut- 
law Ling Mallison when he ad 
dressed the Publicity Club of 
Leicester at its first luncheon meet 
ing of the season. 


Peterborough 


Luncheon meetings 
prove a success 


The success of luncheon meetings 
during last year compared with the 
poorly-attended evening meetings of 
the previous year was referred to at 
the general meeting of the Publicity 
Club of Peterborough 

The secretary, A. G. Towns, stated 
in his report that the club had had 
an average aliendance at its seven 
luncheons of about 25. He com- 
mented: “With the severe decline in 
attendances at evening meetings 
generally, due to TV and other dis- 
tractions, we should have been 
unable to provide audiences for our 
fine panel of speakers last session 
if we had not made the alteration.” 

Officers elected were: chairman-— 


A. M. Albinson; vice-chairman 
E. F. Fynn; secretary—A. G. 
Towns; assistant secretary—H. 


Hahn; treasurer—D. J. Rawlinson; 
press officer—F. G. Hooper. 


receiving 
the highest marks of a Birmingham Publicity 


the Highfield 


examinations 
McLachlan presenting the trophy to 
Brealey, 
Cycles 
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Association, 
Trophy for 
dissociation 


obtaining 
member in the 
Picture shows BPA chairman 
John Brealey. Looking on 
advertising manager of BSA Motor 
Lid. 


Ia brief... 


The work of UK trade commis 
sioners overseas was the subject of 
a talk by G. J. Husted at a lun 
cheon meeting of the Publicity Club 
of Bournemouth John Crawley, 
acting chief publicity officer of the 


BBC, spoke on “Commercial Broad 
casting v Public Service Broadcast 
ing’ at a meeting of the Publicity 


Club of London Tutor of the 
public-speaking section of the Pub 
licity Club of Leeds, Eric Howard 
addressed the first meeting of the 
section, and outlined the form his 
instruction will take At a lun 
cheon meeting of the Publicity Club 
of Nottingham, Charlies Borrett, of 
the North Midland Region of the 
Economic League, spoke on “British 
Industry in the Future At the 
first Berks & Bucks Publicity Asso 
ciation luncheon meeting of the 
season, H. (€ Tuck, director 
Samson Clark & Co., Ltd., spoke 
on “Why make the printer's life 
difficult, when with a litth more 
effort you can make it impossible’ 
Fabian of the Yard (ex-Detec 

tive-Inspector Rebert Fabian), sup 
ported by Bruce Seton and Percy 
Hoskins, Daily Express crime 
reporter, addressed the Regent 
Adveystising Club on “Inside Infor 

mation . London publicist Syd 
ney Walton spoke at the Publicity 
Club of Peterborough on “The 
Chesterton Paradox.” The Lord 
Provost of Glasgow, Andrew Hood 
addressed a gathering of the Glas- 
gow Publicity Club 


Saturday, October 22 

tama (Midlands Branch) 

Birmingham Gatette and 
Despatch works 9.50 a.m 
Tuesday, October 25 

ipn study session. Beatrice Warde on 


tour of 
Evening 


Typography in Public Relations 
Management House Hill Street 
London lL 6Wpm 
SELF-SERVICE DEVELOPMENT ASSOCIA 
TION Meeting Management House 


Hill Street, London W.1 Tpm 
rusBLICITY cLun oF SUNDERLAND 
meeting. G. M. Nettleton on “Be 


hind the scenes at Thomas Hed 
ley's."* 

1sMA annual dinner, Claridges, 7 
pm 

REGENT ADVERTISING CLUB lecture 
B. N. Thurlow on ‘‘Typography.”’ 
6.30 p.m 


Advertising Diary 


Wednesday, October 26 


ISMA one-day conference. Dorches 
ter Hotel 
Thursday, October 27 
isha (Lancashire section) luncheon 
meeting Derek J. Roe on ‘‘How 
se commercial televisicn En 
gineer Club, Albert Square, Man 
hester ipm 
CIETY OF TYPOGRAPHIC DESIGNERS 
film and illustrated talk on paper 
Lecture Room of Monotype House 
Fetter Lane, E.C.4 7pm 
Friday, October 28 
SOoMAA annual meeting (5 pm 
Church House, Westminster) fol 


lowed by presentation of 
Annual dinner follows at 
Commons 

msma (Yorkshire Branch) dinner and 
dance, Parkway Hotel, Leeds 


Diplomas 
House of 
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LEADER IN INTERNATIONAL 
SHIPPING CIRCLES..... 


In the big maritime ports of the world, in the places where ships 
are built, engined and repaired, one is never far from a copy 


of “ SHIPBUILDING AND SHIPPING RECORD "’. 


With an outlook as wide as its circulation, it is valued 


for its balanced coverage of the whole of ship- 


building, marine engineering and shipping 


affairs 


For those who seek a medium through 


which to appeal to the maritime 


industries, “SHIPBUILDING AND 


SHIPPING RECORD” is worthy of 


very close attention, 


Published every Thursday by 
TOTHILL PRESS LIMITED 
33 TOTHILL STREET - LONDON - S.W.| 
‘Phone: Whitehall 9233 


ONE OF THE TOTHILL PRESS GROUP OF PUBLICATIONS © 
i THE RAILWAY GAZETTE + SHIPBUILDING & SHIPPING RECORD + NEW COMMONWEALTH - WATER POWER 
DIESEL RAILWAY TRACTION + THE INDUSTRIAL CHEMIST + POWER AND WORKS ENGINEERING + FOOD + WOOD 
ARCHITECTURE AND BUILDING + COOKE AND GAS - MINE & QUARRY ENGINEERING + COLLIERY ENGINEERING: _ 
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COMMENT 


INFLATION 
AND ADS 


Many of the ill-informed 
criticisms of advertising are 
based on complete lack of un- 
derstanding of its functions. 

Recent suggestions that commer- 
clal television is anomalous in 
the nation’s present financial 
and economic crisis are a vivid 
case in point. And they offer a 
convenient opportunity to ex- 
plode some of the miscon- 


ceptions, 

The critics might be expected to 
look askance at any explana- 
tion from an advertising source. 
But they may take it as authori- 
tative from John Jewkes, of 
Merton College, Oxford. 


incentives 


In a letter to “The Times,” Pro- 
fessor Jewkes points out that 
a new medium of advertising 
does not necessarily increase 
total advertising, it may merely 
change its form. 

That is an academic point which 
might not bear close examina- 
tion twelve months hence. But 
the really vital contribution of 
the esor to the contro- 
versy on the effects of adver- 
tising is contained in this 
statement: 

“There is no simple connection 
between the scale of advertising 
and inflationary pressure. In- 
flation is eased either by an in- 
crease of production or by a 
reduction of consumption. Ad- 
vertising by intensifying incen- 
tives may lead to an increase 
in production greater than the 
consequent increasing in con- 
sumption. Or advertising may 
take the form of stressing the 
virtues of saving.” 


Healthy desires 


As this excellent advocate points 
out, it seems very doubtful 
whether control of the scale of 
advertising should be used as 
a counter inflationary instru- 
ment. Indeed, its limitation 
might lead to less desirable 
forms of »& than the 

home and 


the minds of many economists 
that advertising is a part of 
the distributive system and not 
a tool for financial manipula- 
tion, Vet it can, and does, 
direct desires into healthy 
channels. 
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Talking Points 
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One advertising idea that really 
west—20 years ago 


did go 


iv is generally assumed that 
the trans-Atlantic flow of 
advertising ideas is in one 
direction only—west to east. 

Of course, it is quite wrong 
to assume that all that is best 
and brightest in advertising in 
Britain was inspired in 
America. But it is not always 
easy to produce evidence of 
ideas born in this country being 
adopted “across the pond.” 

We are indebted to our US 
contemporary Printers’ Ink, how- 
ever, for some real evidence of 
American creative thought drag- 
ging its heels behind Britain. 

Under the heading New Ideas, 
it reperts: “Believe it or not 
here's a cigarette manufacturer 
telling people not to smoke. It's 
for a good cause, though. Photo 
shows a no-smoking sign that 
went up last week in Pennsylvania 
Railroad non-smoker coaches.” 

The photo also shows the 
slogan: No smoking—not even 


And, as Robert Valentine, of 
London Press Exchange, points 
out, Godfrey Phillips Ltd. have 
been proclaiming in similar cir- 
cumstances No smoking—not 
even Abdullas in this country for 
a long time. 

How long? Over 20 years. 


E are assured that live com- 

mercials will eventually re- 
lace some of the 100 per cent 
Imed spots now being screened 
for consumer goods. 

No doubt that will lend en- 
chantment to some of the TV 
ads we are now seeing. But 
there are dangers as well as 
interesting possibilities in the 
technique. 

Here we can learn from 
American experience. 

Direct transmission will make 
more demands upon both 
advertisers and actors. For the 
actors there can be no retakes ; 
and the advertisers must be sure 
they are not caught like 
the American who, transmitting 
live, and advertising an “unbreak- 
able” ovenware, suddenly found 
himself with broken dishes inside 
his oven! 


MENACE 
HAT a menace these 
Germans are! They're too 


energetic altogether. 
First they collar a load of 


DIGPLAY*®GIiILKSGEREENPEXHIBITIONS «© 


orders for shipbuilding which 
might have been Britain's. Now, 
as if to rub salt into the wound, 
they publish a shipbuilding 
journal entirely in English. 

Shipbuilding is a new Hamburg 
publication, fairly lavishly pro- 
duced and now being circulated 
“with compliments.” 

Its aim is to present in English 
“authentic, comparative informa- 
tion and data on recent develop- 
ments in German-made marine 
machinery and equipment.” 

The Germans certainly don’t 
adopt the “damned foreigners” 
attitude which T. Carleton Har- 
rison, Gillette managing director, 
told the ISBA Conference last 
week is suicidal in Britain's 
export drive. 


EADERS have sent two 

sticky questions specially 
posed to test the resourcefulness 
of advertising’s advocates. 

J. J Bunting (Kew 
Gardens) has received in nine 
weeks 25s, 5d. worth of vouchers 
for detergents and four free half 
pounds of margarine. A letter of 
complaint to one manufacturer 
produced—two more packets of 
detergent. 

Query: Does this giving spree 
spell sound advertising? 

Vernon Wood (Morley, Yorks) 
refers to a Shell statement hold- 
ing responsible for a petrol price 


TO-MORROW’S 


@ Renewed “Buy New Zealand” 
drive in Britain will present 
canned foods in addition to 
meat and dairy produce. 


@ Extensive campaigns are 
planned in an attempt to de- 
velop the market for men’s 
toilet preparations such as after 
shave lotions. 


® Reductions in the prices of 
nylon and Terylene will lead 
to their more extensive use in 
heavier blended fabrics for 
suits and furnishings. Advertis- 
ing will be used next year to 
challenge traditional products. 


® Coming onto the market from 


@ Major marketing development 
accompanying the rapid spread 


increase “the installation of new 
plant to meet the enormoys de- 
mand for premium grades.” 

Query: How does that measure 
up to he textbook theory : adver- 
tising =increased sales = mass pro- 
duction = cheaper goods? 


HIGH SPIRITED 

CENE: a meeting of a pub- 

licity club which shall be 
nameless. 

The occasion: a talk on public 
relations. 

The speaker finished, and the 
chairman asked for questions. A 
woman rose and asked: “What 
has public relations to do with 
spiritualism?” 

The speaker: “Spiritualism has 
nothing to do with PR; why do 
you ask?” 

The woman: “Well, you have 
been talking about advertising 
mediums!” 

An old story. But it really 
happened last week. 


NICICLE COPY? 


OW’S this for crazy copy? 

A half-page for Kellogg's 

jingles thus: 

“Rice is nice—but Sugar 
Ricicles are twicicles as 
nicicles!” 

Is it necessary to add that a 
testimonial to the product is pro- 
vided by a personality known as 
“Tony the Tiger”? 


TOPICS 


of self-service will be the pre- 
packaging and branding of 
joints of meat. 


©@ Emphasis in soft drinks adver- 
tising next spring will be on 
health-giving properties rather 
than flavour. 


@ Northern Ireland manufac- 
turers are planning publicity 
campaigns to capture new 
markets for their products in 
Scotland. 


®@ Plans to step up publicity for 
Spanish wines in Britain are 
being considered. 

@ The first live television com- 
mercial for a consumer product 
is not expected to be screened 
before December. 


ROUND TABLE 


PERSPEX 


MERCURY DISPLAYS .7. 


EASTWOOD STREET S W 16 


METALWORK 


“PLASTER 


CASTING 


* MODELLING 


ee | Fe 
Win on 1 
a _ | 
— a 
| Be _ | | 
y 4, j 
2 
ie family. 2 
Hi It has yet to be hammered into Pe coe 
3 Scotiand—pre-cooked porridge ) ¥ 
for reconstitution with milk ; 
y y or hot water. Extensive pro- = 
a W motion is planned. 3 
- Se 
fe = is Ea Ea ct aa 
: ASTReatham = 
: - ; ee re a 
ce z So) ; sa 3 oh — **. 33 a ees : 
re ae _ aes — lS Oke. = : 
i ih 2 t . ¥ ig - een a 7 . 


Octoper 21, 1955 ADVERTISER'S WEEKLY 


* Facts that of space 
need to Know out 8 


£31,000,000 manter 


These facts are brought out in a survey which 
Research Services Limited have undertaken for 
the Birmingham Evening Despatch. The survey 
covers an area within a ten miles radius of the 
centre of Birmingham in which the Evening 
Despatch has 93°, of its sale. All those who 
plan to sell to this highly prosperous market 
need this up-to-date information. 


The amount spent by Women 
readers of the Evening 
Despatch on major items of 
clothing 


The probable expenditure by 
readers on durable goods 


The number of readers who 
intend to buy a house in the 
next 12 months, and the price 
they will pay 


The income of readers of the 
Evening Despatch averaged 
over earners and non-earners. 


THESE AND MANY MORE VITAL 
FACTS ARE INCLUDED “IN THE 
BOOKLET “A £31,000,000 MARKET” 


May we send you & Copy, 


Write to T. G. N. PEARCE, LONDON ADVERTISEMENT DIRECTOR 
WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED, 167-170 FLEET STREET, LONDON, EC 4 


or KENNETIHA W. BAILEY, ADVERTISEMENT MANAGER 
EVENING GEsPATCH., CORPORATION STREETS BIRMINGHAMN 
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How a fashion campaign was 
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Designing a Fresh Advertisement 


Octoper 21, 1955 


made 


to look both ways at once 


AN entirely new campaign 
*& =6was needed for the fashion 
house of Mornessa. It repre- 
sented a new client for Erwin 
Wasey who decided that 
something out of the ordinary 
in the way of an approach was 
required. 
It was 
previous 


that in 
Wasey) 


recollected 
(pre - Erwin 
advertising, Mornessa had used 
photographs Here was the 
opportunity for a sharp point of 
departure from the past: photo- 
graphs, at least to begin with, 
would not be used and for the 
following two specific reasons: 
@the present standard of 
fashion photography is so high 
that the top flight tend to “sign 
their own work" and the effect 
of the advertisement is to sell 
the photographer rather than 
the product. Another way of 
putting this would be to say 


SOUTH EASTERN 


GAZETTE 


Something different was required in the way of presenting a range 


of highly styled women’s garments. 


The final decision involved the 


use of two views and line and wash pictures in preference to 
photographs. 


that the artwork and the logo- 
type would pull in different 
ways 
@iIn anything but the larger 
spaces, photographs tend not to 
be effective-—-and advertising 
should carry continuity of style 
into all spaces, large or small 
On the other hand, photo 
graphs are compelling——because 
inherently believable. 


Line and wash 


It was, therefore, decided to 
use line and wash as an art tech 
nique, because, as a spokesman 
for Erwin Wasey has observed, 
“it approximates most nearly in 


feeling to the photo technique.” 
Yet, however good art may be 
sory it 


technically, the has to 


CHATHAM 


OBSERVER 


ir” : 
BT vas on MAIDSTONE 3388 80, FLEET ST. Fibet Street 7500 : 


: ————— 


tell is the vital thing. In other 
words, reasoned the Erwin 
Wascy people, even in fashion 


advertising the 
comes first. 

The art group head in charge 
of the account, Mrs. Mary 
Bates, and Miss Joan Philpott, 
the copywriter, went to examine 
the Mornessa range. In con 
versation someone pointed out 
that the garments were interesting 
not only from the front, but 
from the back also. In fact, 
there was a two-way interest. 

The copywriter came up with 
the idea... “They always look 
twice at Mornessa.” 

That established the headline ; 
and also the technique. 

The advertisement had then to 
be realised. 


Dramatising the idea 


When she got to work on the 
drawing board, Mrs. Bates 
realised that she had to drama- 
tise the idea of “Look,” and the 
idea of “Twice.” 

The “Look” idea was realised 
(and at the same time “Twice” 
was suggested) by using illustra- 


copy platform 


This is one of 
the advertisements 
which introduced 
the new look to 
the advertising of 
Mornessa 
garments, 


tions of two pairs of eyes—one 
a man’s, one a woman's. Both 
sets of eyes always looked at the 
garment which was_ illustrated 
and, if possible, both sets of eyes 
were placed close to the “They” 
of the headline 


Disparity of scale 


In any event, the 
almost an integral 
headline assembly 

The idea of “Twice” was put 
over by illustrating one gar- 
ment in large space, and 
superimposing upon it another 
garment on a much smaller 
scale. Two garments, on the 
same scale, would not have 
done the trick ; it was the dis- 
parity of scale, causing the eye 


eyes are 
part of the 


almost to refocus from 
drawing to drawing, which 
brought out the idea of 
“Twice.” 


The exigencies of advertising 
have resulted in some advertise 


ments having more than two 
figures ; but the disparity of scale 
is a fundamental! feature of the 


campaign, and is carried through 
the whole series 

Point of sale material has been 
designed by Erwin Wasey to tie 
in with the campaign and, in it 


@ Continued on page 1/8 
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|he key to successtti| 
aavertising isthe *, 
/ocal newsoaper...* 
There is nothing like 

the local newspaper to 


ereate and increase! . 
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How to get 


your share of the 
BOOMING U.S. MARKET 


American Industry is now at the highest point of 
production in history—and is still climbing. Not only is 
this expanding market bigger in size. Its consumption 
and capital equipment replacement rate is, per capita, 
far greater too. 


Even a fraction of this market could represent a 
substantial business for you. 


So if your product is being sold, or can be sold, to 
American business and industry, your prospects have 
never been brighter than they are now—IF you go about 
it the right way. 


For in America goods are not so much bought as 
SOLD—this means that sales and distribution must be 
backed by consistent and aggressive advertising in those 
business publications which your customers read. In 
America business publication advertising automatically 
means McGraw-Hill. 


McGraw-Hill is the leading publisher in the United 
States of business and technical journals—34 in all— 
covering practically every field of industrial endeavour. 
And every journal is by far the leading one in its field 
with many tens of thousands of subscribers who BUY 
through its pages. But McGraw-Hill’s service does not 
end there, It also offers vital information—such as the 
market potential for your product . . . how to go about 
establishing your sales and distribution organisation and 
80 on. 


So why not have one of the London McGraw-Hill men 
show how you can gear your sales programme to today’s 
opportunities ? He has access to a wealth of specific 
and helpful data on your product market. His job is 
to make it freely available to you. Write or phone today. 
No obligation, of course. If you would like additional 
evidence on the long term outlook for business write for 
a free copy of “ The American Economy . . . Prospects 
for Growth.” 


MCGRAW-HILL 


PUBLISHING COMPANY 


LTD 


93 Farringdon Street, 


London, E.C.4 


Telephone : CENtral O91! 
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A new fashion campaign 
with a ‘two-way’ look 


Front and side A 
views of the pro ‘ 
duct are accom 4 
panied by the copy 
line “They always 
look twice at 
Mornessa.” 
all, eyes have been particularly 


featured 

The layouts for the campaign 
were by Mrs. Bates, and the 
finished artwork by Miss Hatch 


PNOPNeSSaa 


The most important media being 
used are the Evening Standard 
and various glossy women's 
magazines. The basic sizes of the 
spaces are whole and half pages 


Ad Man’s Bookshelf 


A view of US prosperity 
that aids research men 


The Future of 
by Philip Wernette 


dmerican Prosperity, 
published by the 


Macmillan Company, New York and 
London (London Branch), price 24s. 6d 
TIVHE author of this valuable 


study is Professor of Busi 
ness Administration at the Uni 
versity of Michigan and he has 
at his fingertips the information 
necessary to tackle the all-impor 
tant question of whether the 
present spectacular prosperity of 
America will last. The matter is 
of crucial importance to every 
one in this country and the free 
world. 


Intricacies of policy 


Much af the book is taken up 
with the intricacies of monetary 
policy but for the market re 
search man there are useful 
tables throughout the book re 
lating to comparative data on 
population, imcome, consump 
tion, bank reserves, and so on. 

In a section dealing with the 
maintenance -of competition he 
observes: “Business can make an 
important contribution to econo- 
mic progress by competing fairly 
and vigorously.” And Americans 
will especially appreciate his re 
mark that “an important con- 
tribution to economic progress 


on the part of government would 
be a comprehensive and lucid re 
Statement of the anti-trust law 
which would remove confusion 
and effectively maintain competi 
tion.” 


New dispenser | 


This new dispenser for HP 

branded products has been made 

by the Acme Showcard & Sign 

Co., Ltd. It is only 17 inches 
high. 
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Colours and 
brushes 
for artists 
and 
designers 
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Review of Advertising 


A present for 


the future 


By COPYTASTER 


T is always very satisfying 

to see a pet theory put into 
practice and not found want- 
ing, and this happy experience 
came my way as a big surprise 
not long ago. 

Until the practical evidence 
arrived I had never been con 
scious of having this particular 
theory at all. I merely had a feel- 
ing——an instinct, if you like—that 
when a copywriter is describing 
the pleasures and benefits that 
come with the possession of a 
product he loses some of his sin- 
cerity and believability whenever 
he writes in the future tense. 

“You will enjoy the taste,” 
“You will be the envy of your 
neighbours,” “Your new hair 
style will turn every head’ —these 
are perhaps not quite convincing 
because they have a flavour of 
necromancy, crystal balls and 
prophecy But I had not thought 
of it like that. It simply seemed 
that one could often make the 
story sound more immediate and 
perhaps dramatic by using the 
7 tense, and when I remem- 

red it I usually did so. 

And then a mail-order man 
gave me the evidence. 


Stripping the flesh 


He had been using a piece of 
copy with success for some time 
and then found himself in a 
newspaper with particularly nar 
row columns. A dozen words 
had to go from copy that had 
already been stripped of all 
superfluous flesh, and he hit on 
the idea of cutting out all the 
wills and shalls. 


of the world, would see new 
meanings and learn to spot the 
news behind the news, would 
shine im conversation and 
earn the respect and admira- 
tion of their workmates and 
maybe even their employers, 
his copy now ceased to be a 


To his surprise the advertise 


ment pulled very well 

he change of newspapers 
could account for some of the 
improvement but not all, and by 
trying the shortened copy in 
newspapers where the old version 
had appeared he became con 
vinced that the change of tense 
was a decided change for the 
better. 

There is nothing very startling 
about the theory 

A great many writers do use 
the present tense to describe 
future events, and it often makes 
the description more vivid and 
immediate. Yet it is interesting 
to find at least one piece of con 
crete evidence that it is more 
effective in stirring people into 
action 

So much guesswork appertains 
to copywriting and so little real 
knowledge that even a grain of 
solid fact is welcome 


Solemn pact 


OOKING at the headline 

of this column I am 

reminded that London's West 

End shop owners have had 

something resembling a dis- 
armament conference. 

With pens dipped in their own 


‘I sell the finest 


the con Ir’) all food, no wane 


Whee you buy tame ask for the bee Your gravee knows 
the prane, mikile-cwt fram the primes! rene 


a's Joho Weer's 
cought. There's none better 


JOHN WEST'S 
— middle-cut —— TUNA 


This advertisement does not ring true, says Copytaster. He 


He's « grace — and be knows what's what show tune, 
e's tender end Giting Bach and meery You jue rare i ou of 


20 


in Copytaster s 
opinion, a _ first 
glance at this item 
might frighten 
people away 


blood they have signed a solemn 
pact to have no Santa Clauses 


in any of their shops until 
November | 

1 can think of no better 

argument for doing your 


Christmas shopping now, this 
very month. May we hope 
that there is also a codicil or 
rider to the pact forbidding 
any use anywhere of the 
revolting expression Yuletide 
and the unspeakable abbrevia- 
tion Xmas ? 


Watching 
the troops 


O criticise the Civil De- 

fence advertisement seems 
to be almost unsporting—like 
shooting at a sitting bird—for 
there were clearly great diffi- 
culties to be overcome. But 
because I was myself in a 
section of civil defence until 


the bombs began to drop and 


JOHN west 
reliiwo STANLEY &@ GREEN LIMITED, LIVERPOOL AND LONDON Cn. 


housewives will sniff at it (see page 22) 
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Po 
Don't be a 


bystander / 


JOIN CIVIL DEFENCE 


I scuttled away to the forces | 
have a special interest. 

Do firemen and civil defence 
workers really march about the 
place nowadays, with or without 
this exaggerated swing of the 
arms? It all looks quite un 
familiar to me, and very uncivil, 
too. At first glance one might say 
that such a picture was well calcu 
lated to frighten away everybody 
who had ever bashed a barrack 
square (which is a high propor 
tion of the people nowadays), but 
one must not be hasty 

Few people leave the fighting 
services without some sort of a 
pang, and I would not be quite 
astounded to hear from some 
tame ‘trick-cyclist’ that marching 
and wearing uniforms fill some 
kind of psychological need in 
many of us. Certainly they were 
never disliked so much as the 
funny papers pretend 

Yet if we suspend judgment on 
the picture we surely cannot find 
many kind words for the copy 
‘Don't be a bystander!" must be 
nearly the least enticing headline 
of the year. 

I can see possible arguments 
for a negative headline but 
nothing for one that is both 
negative and flat. 

“What did you do in the great 
war, daddy" was, in a sense, nega 
tive, but it created a picture ih the 
mind; it was dramatic, and it 
appealed at least as much to the 
heart as to the head, while this 
Civil Defence effort creates no 
worthwhile picture at all 

Bystanding is neither praise 
worthy nor reprehensible—it is 
just dull, like breathing, and 
nobody has any emotions about 
itatall. “Don't just lounge abow 
and watch" or even “You can't 
afford to stand and stare’’ would 
at least express the theme a trifle 
more pungently, but I suppose 
nobody likes to offend the voters 
in times of peace. Judging from 


the body copy, the voters must 
@ Continued on page 22 
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What’s a unique triumph 


in advertising ? 


Who’s it for? 


Brides-to-be. Sent on a 
complimentary basis on the 


announcement of their engagement 


. = ; , . . 
| , 7 ij What's in it? 
ms Ee ore! Zi ei Adan . { ¥ ar # vi 
| Pu slighted , ‘} cA a i f eel ‘ nt Y s J ka , It's a complete and up-to-date 

bi Ber: ee AG : “a : guide on everything for 

] A sa % te 7A Aas Fy ‘ 9 * 

. WEGE aad Rs ek - , sy ie a ¢ the bride-to-be: big weddings, 
; vy ’ f f a 4 emall weddings. Clothes 
for the wedding party, trousseau, 
lingerie, how to set up house, 
what to buy now=—what later. 
How to entertain. Honeymoons 
at home and abroad. 


Wedding gift suggestions. 


Sold unseen! 


An impressive achievement ! 


115 pages of advertising sold 
sight unseen on the strength 
of Condé Nast’s publishing 
reputation alone! 

26 of the pages in full colour! 
Many double-page spreada 
and multi-sections! Sold by 
letter and personal 


contact without even a dummy. 


. , ; 
oe ee , ; ‘ marks another milestone 


Brides. Published this month, 


% in the unique history of 


the Condé Nast Publications. 
Condé Nast’s exciling new magazine 


The Condé Nast Publications Lid, 37, Golden Square, W.1 
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appointment 
Photographers to H n ‘Quen Elizabeth the Queen Mother 


STUDIO LISA 


EXPERIENCED 
PHOTOGRAPHY OFALL TYPES 


WELWYN GARDEN CITY BRANCH. 
Tel: Wel. Gdn. 850 
(directly opposite the Theatre) 


LONDON BRANCH, Grape Street, W.C.2 
Telephone: Temple Bar 4606/7 
Where Double Doors leading directly into the 


Studio enable us to tackle anything from a 
corkscrew to a large car. 
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opportunities pre 

sented by the 

theme of this 
advertisement. 


also not be frightened by rough 
words such as war 

Perhaps it is insensitive and 
obtuse of me, but I do not think 
you can get many people into 
Civil Defence by arguing that 
their efforts “proclaim Britain's 
determination to be free.” It is 
altogether too abstract an idea 
so abstract that I cannot help 
wondering whether even the copy 
writer knows what it means 

On a point of detail, why is 
there no mention of the ages of 
recruits ? Has it occurred to any 
body that about half the readers 
will say, “Oh, | am far too old 
for that,” while the other half 
thinks: “that’s for the old ‘uns; 
I'm far too young” ? 


Opportunity 


missed 


HE current prestige adver- 
tising for ICI has once or 


twice struck me as an 
improvement on most of the 
earlier campaigns 


The drawings, although a little 
too detailed for use in some of 
the smaller spaces, are interesting 
and amusing. There is much to 
be said for pictures with enough 
detail to make readers pause and 
take a closer view 

The copy is most interesting: 
a plain and nearly unvarnished 
tale of an unusual problem 
solved by ICI's products and in- 


genuity But, on the whole, the 
headlines have, | think, been 
facetious without quite stimu- 


lating interest or curiosity 
The advertisement shown above 
is about the plague of flies on 


Th. 


ui, and ina thousand hindred ways, 1C 1s 
research and production are serving the Natem, 


the beaches of the South Coast 
in 1953, and surely—though the 
copy does pot mention it—in 
1954. 

Now, these flies were NEWS. 
Hundreds of thousands of 
shop-keepers, boarding-house 
keepers and seaside visitors 
were personally concerned in 
the problem and could be ex 
pected even to-day to read 
more about it. Isn't it a pity, 
then, not to write a more 
factual headline that would 
catch their eye? 

The sketches themselves supply 
quite enough humour, and the 
copy and headline can afford to 
keep to the point Perhaps | 
should make it clear that by “a 
more factual headline” | mean 
something like “The day the flies 
came to Worthing Beach’ or 
simply “No flies on South Coast 
beaches now 

~ . * 

MONG advertisements 

that do not ring true, a 
high mark can be given to 
John West's Tuna with its 
picture of a grocer holding up 
the tin and saying “J sell the 
finest tuna you can buy !"" (see 
page 20) 

“He's a grocer 
what's what about tuna” begins 
the copy, and I cannot believe 
one housewife in a dozen will fail 
to sniff at it. Women may take 
a grocer’s advice about cheese 
and bacon and even—regrettably 

about wine. But they know all 
too well that his opinion on 
tinned goods isn't worth asking 
The days when the grocer was a 
trusted expert on all he sold have 
gone forever 


and he knows 
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IMPERATOR CAESAR AUG 
The first Augustus, born in 6; B 
the re of the Roman Ir 


is after the bust of A 


rus 
was 
organiser rial system 
The drawime iwustus as a 


im the British M 


=! NONI RRI Ky 
WR 


Through organisation a 
pattern emerges of far greater 
functional value than a 
mere sum of its parts. 
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Board 


Room decisions are 
based on sound knowledge 


of economic trends. 


THE BANKER | 


is the acknowledged authority | | 


on national and international 
economic developments and | 
financial policies. 

Directors and Executives in a 

wide range of concerns rely 

THE BANKER 
information, 


Advertise in THE BANKER to 1 | 


on 


for this 


reach high level readership. | 


THE 


BANKE 


S, CORBETT, Advertisement Manage: i] 


9-11, POULTRY, 
LONDON, E.C.2 | 
TEL: MON 8833 1 | 


| 


| those of their 


| county 


Octorer 21, 


1985 


NEWSLETTER FROM 
SCOTLAND 


by Rushworth Fogg 


Corporation under fire 


NACH year the 
4 Corporation 
soften up the ratepayer by 
publishing a booklet telling 

where his money goes 

The latest issue provoked a 
letter to the Glasgow Herald from 
a minister protesting that the 
“cheap and horrible” sketches in 
it made St. Mungo, the city’s 
patron, “look like a clown,” Dur 
ing the ensuing controversy the 
Scottish Daily Express revealed 
that these drawings, and those of 
previous years, were by a former 
corporation accountant who is 
now Clydebank’s town chamber 
lain 

Local agents, I felt, missed 
an opportunity here to point 
out in the letter columns that 
this is only one example of the 
corporation’s failure to use 
professionals for publicity jobs. 

No advertising man, surely, 

would have passed drawings 

so certain to affront religious 
susceptibilities. 

The corporation uses an adver- 
tising agency for only one of its 
campaigns: Safety First And 
it is the only one with punch 


IPA approach 
Scottish 
McGregor 
Institute of 


Glasgow 
tries to 


secretary Norman 
Thomson, of _ the 

Practitioners in 
Advertising, tells me he has 
from time to time approached 
corporation chiefs suggesting that 
if experts were called in the 
publicity allotment could be more 
efficiently used. “For reasons 
which I could not fathom,” he 


| admitted, “I have got nowhere.” 


Of course, Glasgow is not the 
only authority that fails to go the 
right way about handling pub 
licity The Scottish secretary of 
the Federation of British Indus 
tries, H. B. Grant, had something 
to say on the point when he 
addressed the Town and Country 


Planning Association, at Oban. 
on “Problems of Industrial 
Migration.” Scotland, he said 
had solid advantages to offer 


firms looking for sites 
“But it seems to me,” he con 


tinued, “that planning authorities 


have not shown sufficient quali 
ties of salesmanship in publicising 
these advantages in general and 
own localities in 

Notable exceptions 
Fife and Midlothian 
councils, who have 


particular 
are the 


recently embarked upon a policy 
giving 


of the widest possible 


| for low-grade publicity 


publicity both in 
and abroad to the advantages 
which their areas offer Their 
lead, it seems to me, could be 
followed by others with great 
advantages not only to them 
selves but to the whole of Scot 
land.” 

Members of the Glasgow Pub 
icity Club had a further oppor 
tunity at their first luncheon 
meeting of the season to get 
across a little propaganda on the 
vexed questions mentioned above 


this country 


Crime to cosmetics 


Lord Provost Andrew Hood 
was the speaker and “Glasgow's 
Immediate Problems” his theme 
Subjects of subsequent meetings 
range from crime (Professor John 
Glaister, October 21) to cosmetics 
(Eleanor Macdonald, of Atkin 
sons, October 28) The winter 
programme also includes a dinner 
and dance at the Grosvenor on 


October 24 and the Christmas 
lunch on December 16 with 
pantomime stars and a collec 
tion of Christmas gifts for 
children 

New officers are Alan 
McLundie, vice-president ; Cyril 
Keen, social convenor: Nellie 
Harris, NABS. 

Having quietly dropped the 


idea of changing their name (the 
seniors disapproved), Glasgow's 
Junior Publicity Club is to be 
twice as active this winter as last 

At the first meeting, Frederick 
C. Dench, president of the Pub 
licity Club of Glasgow, related his 
club's history You may 
remember that last May I quoted 
Donald Howat's criticism of the 
club’s activities, and subsequently 
Freddie Dench and he crossed 
swords in letters to the Editor 
This did not prevent Mr. Dench 
in his talk, giving credit to Mr 


Howat as one of the founding 
fathers back in 1924 
It was pointed out to the 


jumors by Mr. Dench that long 
before they were born there was 
a Scottish Advertising Associa 
tion and it grew out of a meeting 
called in December, 1913 by Jack 
Firth and Alex McKenzie. The 
association prospered and in 1915 
obtained premises, but in the fol 
lowing year was a victim of the 
war. 

The first honorary secretary of 
the present club was Alex 
McKenzie who is to-day senior 
past president. The club's first 
honorary treasurer, Jack Firth, is 
still a staunch member. 
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of its controlled-circulation monthly 


PRODUCTION EQUIPMENT DIGEST 


FIRST ISSUE FEBRUARY 1956 
GUARANTEED MINIMUM CIRCULATION 


25000 COPIES MONTHLY 


ooh THE WORLD EDITION OF HULTON’S highly successful controlled 
il ie 


N circulation monthly will help British manufacturers in their vital 
PRODUC O. 


task of selling more abroad. It will be sent only to Buyers and 
\ Specifiers in manulacturing industry overseas. It will have the 

‘PN ‘, same concise content and easy-to-read layout as the Home 

Edition, and its editorial will feature products manufactured for 

the export market. There will be no waste circulation 

HE WORLD EDITION WILL BE READ only by Executives concerned 

with Production in Manufacturing Industry overseas. 


PRODUCTION EQUIPMENT DIGEST 


World Edition, Hulton Press Lid., 43-44 Shoe Lane, London, E.C.4 
lvlephone: CHAncery 9586 


(. KR. L BOWLES, Advertisement Manager 
George A. Cooper, Advertisement Controller 
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Review of Poster Advertising 


In Stuart Lewis's 


aeiaaeso opinion there is no 
20 (AetuRT ton 


need to add any 
words to this 
poster 


| OOKING at film posters 
4 reminded me of a 
favourite sequence from “The 
Third Man.” lt is” where 
Harry Lime’s Czech girl friend 
(Adila Valli) is being taken 
away to police headquarters 
for questioning. As _ the 
Cockney sergeant leads her to 
the door he whispers sym- 
pathetically, “Just protocol, 
miss.” 

She replies: “I do not know the 
meaning of protocol.” 

“Nor do I, miss,” says the 
sergeant 

Now | guess that anyone con 
cerned with the production of film 
posters knows a good deal about 
protocol, at least in the sense 
which applies to official pro 
eedure. Stars hold strong views 
about the prominence of their 
names on all forms of publicity, 
pot to mention the angles at 
which their faces are portrayed 
and the size they are reproduced 


Size of lettering 


Some, I believe, actually stipu 
late the depth of lettering io rela 
tion to the overall size of the 
poster, and, of course, in relation 
to the lettering used for the star 
lets and supporting cast 

There is nothing new in this 
From the earliest days of the 
theatre, top of the bill (or bottom) 
has been the preferred position 

It does, however, make the 
serious criticism of film posters a 
rather difficult task. For instance, 
one cannot complain that the 


lettering on a certain poster 1s 80 
grossly large that it fights with the 
pictorial part of the design, and 
suggest that the designer should 
have known better than make this 
elementary mistake. It is quite 

ssible that the designer did 

now better but could not do any 
thing about it. 


Sell almost anything 


Nor is it much use protesting 
that a scene of violence on a film 
poster bears little relation to the 
subject matter of the film it adver 
tises; for there is a strong body 
of opinion in the film business 
which believes that violence, or 
sex, or both, can sell almost any 
thing from “Pilgrim's Progress” to 
‘Peter Pan.” 

And the sobering thought is 
that this body of opinion may 
be more than half right. 

It was proved wrong by Falin 
Studios who produced a series o 
most distinguished posters which 
not only pleased the eye but con 
veyed a clear impression of the 
mood and content of the films 
they advertised. It should be 
borne in mind, howeyer, that the 
films themselves were dis 
tinguished, too, and that many of 
the lesser productions which go 
the rounds week by week only 
get the posters they deserve 

So, if’ the critic acknowledges 
the need for protocol as an in 
tegral part of the star system and 
accepts the sex-violence formula 
where does he go from there” 
Does he look for new angles on 


@ Continued on page 28 


poster productions 


Grim realism pro 
vides the theme for 
this poster for the 
Dam — Busters 
Other posters for 
the film featured 
leading players 


This was one of 
the posters that 
stood out from the 
mass Of those sent 
in to “Advertiser's 
Weekly.” Printing 
was by silk screen 
and in three 
colours 


This poster was 
conceived wi a 
clean, simple, and 
dramatic design 
which told Stuart 
Lewis at once that 
the film was about 
men in gaol 


This month’s feature is devoted to a 


consideration of some recent cinema 


Solving the top of 
the bill 


problem 


By STUART LEWIS 


MAATING CAROL 
VITTORIO DE "SICA 
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EFFICIENT SERVICE 
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PROPRIETORS - ODHAMS PRESS LTD 
112 HIGH HOLBORN W.C.1. 


MANCHESTER BIRMINGHAM LEEDS 
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POSTER 
COMMENT 


Mr. R. A. BEVAN, 
Chairman and Managing Director of S. H. Benson Ltd., said* 


“A 16-sheet campaign over §2 weeks on 2,068 sites 


(in T.V. area) would cost some £55,000 including 


production expenses, reaching an estimated 
potential adult audience each week of nearly 
6,500,000 at a cost-per-thousand weckly of 3s. 3d.” 


@ Remember that EACH of the 6,500,000 members of this 
audience will have more than 20 opportunities every 
week to see the advertising message. 


This is the average repetition figure for a campaign of similar density to 
that quoted by Mr. Bevan, computed from the data in “ The Size and Nature 
of the Poster Audience — Study II”, published by Mills & Rockleys Ltd. 


% As reported from address at Young Newspapermen’s Conference on October Ist, 


MILLS & ROCKLEYS LTD. 


Planned Poster Advertising in more than 200 towns. 
21 QUEENS ROAD, COVENTRY 
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TB ‘L | Q=-, 


Poster 
Site 


IS 


Mobile Soles 
% Allows your message to be seen 


where no other poster sites are 
available. 


*% Provides an invaluable addition 
to all outdoor advertising campaigns. 


% Cheapest solus poster sites, on a 
country wide basis. 


% Large or Small, Local or National 
campaigns equally effective. 


Ring CHAncery 6677 


T. B. LAWRENCE LIMITED 


3 & 4 Clement’s Inn, London, W.C.2. 


THE ORIGINATORS OF VAN POSTER ADVERTISING 


Th 1A 


Octoper 21, 1955 


A poster that strikes a 


muted note of horror 


It is known that 
stars hold strong 
views about the 
prominence of 
their names and 
pictures on film 
posters. As Stuart 
Lewis points out, 
this has always 
been the way of 
things in show 
business lt is 
dificult to think 


that the star shown SWEREE RORTH BETTY 
on this poster fonda anata seca 
could find much to CHARLES COBURE ReER JeRaSCN 
a om TOMMY ROOKAH = ClnamaSicort 
about. _— = 
a pont 
— + 


| sex and new twists on violence? 


As with most other forms of 
advertising, he is bound to look 
for posters which say the same 
old things in different ways 

Among the deluge of film 
posters sent into ADVERTISER'S 
Weekty for review this month, 
a few stand out from the rest in 
sharp relief; and relief is the 
operative word, One of these was 
probably the cheapest of all to 
produce. It advertised “The Bed” 
and was printed by the silk screen 
process in three colours only- 
red, grey and pale mauve 


Holding the candle 


Against a broad silhouette of 
a double (or even treble) bed 
stands a girl in a nightdress hold- 
ing a candle. Beneath the list of 
players, which includes Richard 
fodd, Dawn Addams, Frangoise 
Arnoul and Martine Carol, ap- 


pears the provocative sloga 
“All at one time or another in 
The Bed.” I felt that after tha: 
sexy salvo the supporting slogan 
“Naughty and witty” was redun 
dant and that the label “Cert X 
said all that need be said. 

Nor is it necessary to add 
words to the powerful poster | 
“The Seven Year Itch” wh 
stars the inevitable Marilyn. 

Another poster which deserve 
recognition was the photograph - 
job for “The Shrike.” Here we 
have another silhouette, this tim: 
of José Ferrer; and it is far from 
flattering and certainly not in 
tended to be. 

The whole poster strikes « 
muted note of horror which 
avoids absurdity. The lettering 
is cleverly disposed to give the 
necessary emphasis to the title 
and the names of the stars; at 
the same time it plays a useful 


@ Continued on page 30 


The silhouette or 
this poster is far 
from flattering 

but it. was not in 
tended to be. Ii 
the opinion of 
Stuart Lewis th 
lettering has beer 
cleverly disposed 
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WHEREVER YOU GO YOU ALWAYS SEE AN 
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ACME sien 


OF ENFIELD 


Whenever you feel like saying‘ That’s a good sign!” 
— well, the chances are that it was made by Acme. 
You always see an Acme sign because it is 
distinctive — by every standard: design, work- 
manship, colour and finish. 


Almost all the well-known names appear sooner 
or later on Acme signs. Why not join them now? 


ACME SHOWCARD AND SIGN COMPANY LIMITED 


Showrooms: 9 SOUTH MOLTON STREET: LONDON W1 -: Telephone: GROsvenor 7458 
Head Office & Works: Paragon Works - Enfield - Middlesex - Telephone: HOWard 1651 
Showrooms also at Crown Buildings + James Watt Street - Birmingham 4 ° Telephone: Central 2325 
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rom 
Every 
| T-B-L | 
Van 
Poster 
Site 


Is 


a ) ee | ) 
Mobile E0olud Erie 
% Allows your message to be seen 


where no other poster sites are 
available. 


% Provides an invaluable addition 
to all outdoor advertising campaigns. 


% Cheapest solus poster sites, on a 
country wide basis. 


% Large or Small, Local or National 
campaigns equally effective. 


Ring CHAncery 6677 


T. B. LAWRENCE LIMITED 


3 & 4 Clement's Inn, London, W.C.2. 


THE ORIGINATORS OF VAN POSTER ADVERTISING 


Th 1A 


| 
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Octoper 21, 195 


A poster that strikes a 
muted note of horror 


Jt is known that 
stars hold strong 
views about the 
prominence of 
their names and 
pictures on film 
posters. As Stuart 
Lewis points out, 
this has always 
been the way of 
things in show 
business lt is 
dithcult to think 
that the star shown 


on this poster ed ——_ 
could find much to os ane 
feel let down COBURE — 
about TOMMY ROORARN Cinen.Scor€ - 
wT = 
pore 


sex and new twists on violence? 
As with most other forms of 
advertising, he is bound to look 
for posters which say the same 
old things in different ways. 
Among the deluge of film 
posters sent into ADVERTISER'S 
Week ty for review this month, 
a few stand out from the rest in 
sharp relief; and relief is the 


| operative word, One of these was 


probably the cheapest of all to 
produce. It advertised “The Bed” 
and was printed by the silk screen 
process in three colours only- 


| red, grey and pale mauve 


Holding the candle 


Against a broad silhouette of 
a double (or even treble) bed 
stands a girl in a nightdress hold 
ing a candle. Beneath the list of 
players, which includes Richard 
Todd, Dawn Addams, Francoise 
Arnoul and Martine Carol, ap- 


pears the provocative sloga 
“All at one time or another in 
The Bed.” 1 felt that after tha: 
sexy salvo the supporting slogan 
“Naughty and witty” was redun- 
dant and that the label “Cert X 
said all that need be said. 

Nor is it necessary to add 
words to the powerful poster { 
“The Seven Year Itch” whic 
stars the inevitable Marilyn. 

Another poster which deserve 
recognition was the photograph - 
job for “The Shrike.” Here we 
have another silhouette, this tim: 
of José Ferrer, and it is far from 
flattering and certainly not in 
tended to be. 

The whole poster strikes « 
muted note of horror which 
avoids absurdity. The lettering 
is cleverly disposed to give the 
necessary emphasis to the title 
and the names of the stars; at 
the same time it plays a useful 


@ Continued on page 30 


The silhouette or 
this poster is far 
from flattering 

but it was not in 
tended to be. Ii 
the opinion of 
Stuart Lewis th 
lettering has been 
cleverly disposed 
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ENFIELD 


Whenever you feel like saying‘ That’s a good sign!” 
— well, the chances are that it was made by Acme. 
You always see an Acme sign because it is 
distinctive — by every standard: design, work- 
manship, colour and finish. 


Almost all the well-known names appear sooner 
or later on Acme signs. Why not join them now? 


ACME SHOWCARD AND SIGN COMPANY LIMITED 


Showrooms: 9 SOUTH MOLTON STREET + LONDON W1 -: Telephone: GROsvenor 7458 
Head Office & Works: Paragon Works - Enfield - Middlesex - Telephone: HOWard 1651 
Showrooms also at Crown Buildings + James Watt Street - Birmingham 4 ° Telephone: Central 2325 
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BIRMINGHAM SUTTON COLDFIELD HALESOWEN 


.. great is the demand 
for our sites that you are 
advised to send us your 


enquiries well in advance. 


Sheffields 


POSTER ADVERTISING 


PUBLICITY HOUSE 
CORNWALL STREET 


BIRMINGHAM 3 


BURTON-UPON-TRENT SWADLINCOTE WALSALL CANNOCK 


, in Pw 424 
Tie up all your “\_” 


OUTDOOR ADVERTISING 


67, 69, 71, SOUTHAMPTON ROW 
Teephone Museom #701 (5 How) LONDON W.C.I. 


OUTDOOR ADVERTISING AGENTS 


NOAW-NOd1-GUOALVELS HLYOMTIINGN SYOIMAVM NOLONINVST THAHTTIOS 
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Clean, simple, dramatic 
design in film posters 


As a piece of face- 
cum-name_ pub- 
licity, Stuart Lewis 
thinks this piece of 
work is wunexcep- 
tionable but 
the trouble is that 
it looks very much 
in his view, like a 
thousand other film 
posters 


part in the design and adds 

much to the total impact. 

The designer, Heinz Kurth, has 
produced a poster which makes 
most other film posters, however 
multi-coloured, look drab and 
ordinary 

When a new film appears with 
Stewart Granger and Jean Sim- 
mons, public interest is almost 
inevitably focused on the stars 
rather than on the film itself. 
Cinemagoers are still attracted 
by the phenomenon of stars who 
get married, stay married, and 
actually appear in pictures to- 
gether 


Very large indeed 


For this reason I suppose one 
cannot quarrel too much with the 
conception of the poster for 
“Footsteps in the Fog,” which 
shows the Grangers very large 
indeed and their names just large 
enough to overpower the title of 
the film. As a piece of face-cum- 
name publicity this poster is un 
exceptionable. 

The trouble is that it looks 
exactly like a thousand other film 
posters I have seen during the 
past 20 years. Moreover, it does 
not say or suggest a thing about 
the subject matter of the film. The 
line of copy across the top of the 
poster “A dangerous combina 
tion: a man with a rage to live, 
a woman with a rage to love” 
merely tells us that it’s something 
to do with sex. We had guessed 


| that anyway, 


Compare this poster with the 
job for “The Prisoner’ which tells 
us at a glance that the film is 
about chaps in gaol and not about 
any other form of imprisonment 


Incidentally the chaps Alec 
Guinness and Jack Hawkins—are 
shown just as large as the 
Grangers and their names, in 
heavy black lettering, stand out 
magnificently. In fact protocol 
has been well observed, and stil! 
the design is clean, simple and 
dramatic. 

Another poster was received for 
the same film, but it was far less 
effective, despite the fact that it 
carried a splendid example of the 
modern type of super-colossal 
copywriting. Contemplate the 
following 

“A whirlpool of terror! A 
riptide of emotion! Surging 
conflict that is the screen at its 
greatest, with two of Britain's 
finest stars in their most 
dramatic roles.” 

Great stuff! 

And s0, in its way, is the poster 
for “How To Be Very Very 


“uene was a huge response 
to last month's request 
for film posters to be sub- 
mitted for criticism. A special 
review of film posters will in 
future be published quarterly. 


Popular,” for Sheree North is 
nothing if not super-colossal 

The new poster for “Flame of 
the Islands’ is neat and colourful 
It shows three shots (printed 
respectively in pink, blue and 
yellow) of the head and shoulders 
of Yvonne de Carlo very close 
indeed to the heads and shoulders 
of three different men. In the 
centre stands de Carlo, head, 
body and legs, in full colour. It 

@ Continued on page 32 


“Neat and colour- 
ful” is how Stuart 
Lewis has des- 
cribed this new 
poster for “Flame 
of the Islands.” 
Although not 
original it will 
command atten 
tion 
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HE WAY 


to a woman's 
heart 


, of the great discoveries of the twentieth 
century is that women are people; different, 
in a fascinating way, from male people, but 


fundamentally human. 


And, as women become cultivated for their pur- 
chasing power rather than their pedestals, adver- 
tisers pay court to them. Women live in and for 
their families — and advertisers reach them through 
their families. That is one of the reasons why Th 
Reader’s Digest is such a powerful advertisin 


medium—it is a family paper, read mainly at home. 


A million circulation, several million readers, 
that is part of the story. But there’s more to it than 
that. For The Reader's Digest is not a magazine 


that is glanced at and forgotten. It is written to be 


read, bought to be read, passed on to others to be 
read. Millions of influential people, well above the 
national averaye in income—that’s the audience you 


reach when you advertise in The Reader's Digest. 


\ A Ah CERTAINLY! 

Any cevond colour you want ot only 085 entra gar 
page—£15 extra for half a page. And full colour 

printing on The Reader's Digest’s heat-set rotary 
press costs only 20°/, more than Diack and white. 


NO WONDER THEY CALL II 


The Reader’s Digest 


FOR READERS. 


WITH 


A GUARANTEED 


MILLION SALE 
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| Blackpool ion lit up | 


"OOvee Ch ewewets 


Manchester Poster Services Ltd 


17.29 1 Bootle Street, Deansgate, Manchester 2 


| Above and below are examples of the illuminated advertising carried 
out in Cleethorpes and Blackpool during the past late summer season. 
New displays were coupled with old favourites. Displays were pro- 
| duced for Ind Coope & Allsopp Ltd. and Arthur Guinness Son & Co., 
| Ltd., by Dominant Sites Ltd., under the direction of G. E. Webb. 


Added Value to your Posters 


with our 


Ornamental Gardens 


PADDINGTON 0186/7 


HARROW BILLPOSTING PANY 
37 SPRING STREET, W.2 


| Return of 
NATIONAL SCREEN SERVICE | /@vourile 


NE of the early subjects 
LTD. protection from fire—in 
their series of infant welfare 
posters has recently been re- 
| issued by Trufood Ltd. 

From its first introduction in 
| 1951 this poster, which carries 


tine dome wag the th 


e «oe 


FIRST PRIZE FOR 
TELEVISION COMMERCIALS 


a safety-in-the-home message, 
proved extremely popular, and it 


A AE GP ares 


; | has been out of print for some 
al the International Festival, Monte Carlo time. It has now been reprinted 
‘ | and distributed to over 4,000 
: infant welfare and = ante-natal . 
with | clinics. Always guard an open fire 


? Designed by Lintas Ltd. for 
HARRY CORBETT & **SOOT Y ~ | final art work by Gilbert Wilkin- 


son, the poster shows a child 


heen #y Te Poem OD 


for OXO | sighing out his hands towards This poser has been issued fre 
; | points out the attraction of the to clinics 
Agents: G. Street & Co. Ltd. | flames and the danger The fire’ is printed in red and stands 


| slogan, “Always guard an open out boldly. 


REVIEW OF POSTERS. continued 
NATIONAL SCREEN SERVICE LTD. | is not a strikingly original poster, This news will make certain 


Produced in the London Studios of 


| but it will certainly be noticed production managers turn pale 
Nascreno House, Soho Square, London, W.1. and looked at. oe : ‘ 
| The poster reached me with a McKnight Kauffer 
| covering letter, the last section of On THe Underground at the . 


which I will quote: moment is a poster I admired in Pa 
DIRECT YOUR DIRECT MAIL “ .. it might be an excellent 1938. I still admire it greatly. It - 
ad - SHOTS chrough idea for someone with expert is by McKnight Kauffer and ‘ 

WARNES DIRECT MAIL SERVICE | knowledge to explain the advertises the Memorial Exhibi 

ory PE Landen spastien CUES — | extraordinary problems which tion of his work at the Victoria . 

A U oo = oe ~, AO face the entertainment world as and Albert Museum (closes i 
Ask our representative to call. | aachom far as their publicity is con November 27) If you can pos 
~. Keen quotations. Van Collections | 6191/23 | cerned Many of these film sibly get to South Kensington to 


mil COMPANY LTD WARNES, 10, Station Parade, posters are printed photo-off- see this show you will be deeply 
Brownlew Rd., London, W.13. Ealing 269] me Salharn, S.VV.| 2 quam set in colour in a week.” impressed 
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pirst PRIZE 


feature Section 959 J 


arded | 
» and a” t ia 


/ Film Festive 


&§ eee See Seon cee 
&§ The yOICcE OF LONDON Ltd. 
: | i Directors * pc. Bromneed, OM ° yt, Perrant, MBE _ 7.8. Ferrie jack Harrins, FM _ penis Weinet eric winiame, 0 
ss | MARYLEBONE sTUDIOS Head Office 
‘i 248 MARYLEBONE ROAD 11-18 NEW OXFORD sTREET 
LONDON s 3 n.W.- LONDON e ? w.c.l. 
‘ 9 pwBassador 108 qempie |= PF 9393 
| John Woolf and | 
| REMUS pRoDUCcTION® 
‘ on the Oreeot Succes§ of 
“THE BESPOKE OVERCOAT g | 
| {Directed by Ssck ‘a , oe 
| at the Venice [nternations 

‘ 2B THIS propuction was sumeo AT our 

| | MARYLEBONE gTUDIOS | 
oh wreae, 16 ApoITiON: a LARGE HUMBER 

: % of TN- ApveRTisIn® fiims HAVE 

i BEEN MACE FOR PROMINENT 

| : NATIONAL apveRTISEr® 
, | se We beheve that these films." quality of 

ee production and advertisi2% value. will be 

re ee equally Zuccessful: 


ADVERTISER'S WEEKLY 


Foie 
: 


“FRANKLY MY DEAR ESMOND, IF AN 
ADVERTISER WISHES TO REACH PEOPLE 


HE CANNOT AFFORD TO IGNORE 
MAN ABOUT TOW . gq 
r: x + 


Advertising houses of established reputation are respectfully 
acquainted with the fact that, should they do us the honour 
of evincing interest in our publication, a personal representative 
of sober manner, respectable countenance and grave demeanour 
will be pleased to attend upon them. 


man 
about 
town 


Advertisement Director: Keith Fraser 


“ TAILOR & CUTTER" HOUSE, 42-43 GERRARD STREET, W.!. 


Technical articles of real interest to engin- 
eers and executives appear regularly in 
Mechanical World. If your products appeal 
to the Engineering Industry, send for free 
specimen copy and rate card. 


~ Mechanieal Worl 


AND ENCINEERING RECORD 


Published monthly in Londen and Manchester 
Emmoct & Co. Led. 3! King Street West, Manchester 
Leadon Office: 50 aK be ty a BF 
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How a great daily paper 


grew with advertisements 


A number of gaps in the story of the rise of the “Daily Telegraph” 
are filled by a recently published book by Lord Burnham. 


EWSPAPER publishing, 
which he has long served 
urbane acumen, finds 
itself the more indebted to 
Lord Burnham for his 
Peterborough Ceurt, the story 
of the Daily Telegraph. 
Published by Cassell and Co 
Ltd. (18s.) in connection with the 
centenary of the newspaper, and 


with 


modestly termed by the author 
as “an impressionistic sketch,” 
the book contributes to our 


knowledge of those Fleet Street 
personalities who developed a 
great daily, and fills a number of 
gaps in common understanding 
about the inner workings of that 
distinguished journal 


Stalking through pages 


The “lions” of a bygone Ba 
brilliant or bohemian, Le Sage, 
Sala, Garvin, stalk again through 
these pages, together with more 
recent personalities with whom 
many of Lord Burnham's readers 
will, on occasion, have shared a 
convivial glass Inevitably, 
however, the book constitutes a 
grand tribute to those two great 
architects of the Daily Tele 
graphs success—Edward, Lord 
Burnham, and William, Viscount 
Camrose 

This light is shed on the early 
days of the “Triumvirate” which 
bought the Daily Telegraph in 
1927: 

“In the early years Lord 
Camrose had the wise counsel ot 
Lord Iliffe and the invaluable 
assistance of Lord Kemsicy, who 
organised and revitalised the 


advertisement department and 
interested himself specially in 
matters of circulation and 


management 

“In making this distinction of 
function it should be said that it 
was not thus clearly defined. 
Nobody could say exactly how 
the brothers divided their work. 
It never seemed to worry them 
and therefore never caused any 
concern to anyone else in the 
office.” 

The advertisement revenue 
of the first “Daily Telegraph” 
was 7s. 10d. On one day in 
the spring of its centenary the 
advertisements brought in 
£17,041. 

Something of the romance of 
this achievement is told, dis 
cursively but delightfully, by 
Lord Burnham, who emphasises 
how increased revenue brought 
an improvement in the news 
service of the paper. In the 80's, 
he recalls, there were a number 
of full-page advertisements still 
arranged in columns The first 
real display advertisement was in 
1887 for the new Lancashire, 
Derbyshire and East Coast Rail! 
way, headed by a large map of 
the area. Displayed announce 
ments for Harrods and Vinolia 
soap appeared about this time 
Harrods had the first double 
page spread for the opening olf 
their new buildings in 1896, the 
year in which the first 16-page 
paper appeared. 

Ihe story is continued to the 
halcyon days of Rowland Lee, 


@ Continued on page 38 


{ Display of dogs on the roof { 


Rats us 
Wxury 


This special display van is now being used by F, ¢ 


Ltd. (manufacturers of dog, 
with dog shows all over the 


and with three models of dogs 


a, b F 


poultry 
country 
on the 


Lowe & Son 
and game foods) in connection 
Painted in brilliant colours, 
rool, it attracts plenty of 


attention 
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Design Group has moved again ! 
Twice in twelve months !! 
Weare expanding so quickly 
that the need for larger premises 
became our first consideration, 
Our new offices and bigger staff 
means even better and quicker 


services now. Come along to 


our new premises and have a 
look at us. Or ring and 
our representative 


will call with specimens 


The Design Group Limited 


7-819 Fe ewe sree, 
LONDON, W.1, 


LANGHAM 1567-8 
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-and increasingly loyal—readership . . . 


“4 
e 
: 
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is going steadily forward 


SHE came, they saw, SHE conquered! There’s no doubt about it, SHE has 
something to boast about — in the form of several hundred thousand thrilled 


readers. SHE will celebrate her anniversary in March with 


MORE PAGES IN COLOUR —MORE PAGES IN BLACK AND WHITE 


The increase will be to 16 pages in colour, and the total number of pages will 
go up to 96 monthly. Rates for colour will be £435 and pro-rata (/{,460 
facing matter, {470 back cover). A remarkable shillingsworth for the reader : 


and excellent moneysworth for the advertiser ! 


I. HW. AYRE 
Advertisement Manager 


SHE, 21 Ebury Street, London, 8.W.1. Tel: SLOane 7221 


SHE | is published by THE NATIONAL MAGAZINE COMPANY LIMITED 


Publishers of: GOOD 'AOUSEKEEPING - HARPER'S BAZAAR VANITY FAIR HOUSE BEAUTIFUL 
SHE - THE CONNC/ISSEUR . THE GOOD HOUSEKEEPING BOOKS 
Proprietors of: THE LOOD HOUSEKEEPING INSTITUTE 
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Redfern Advertising Rubber Mats take your 
message right into the shop—on to the counter. 
An ideally placed point-of-sale reminder! 

And these mats are permanent— always used - 
because they become part of the furnishings 

of the shop. Colourful, hardwearing Redfern 
Advertising Mats can incorporate any trade 
name, mark or slogan in a wide variety of 
colours. Many of the largest and experienced 
advertisers regularly distribute thousands of 


these acceptable advertising reminders. 


Advertising RUBBER Mats 


DOOR MATS - FLOOR MATS 
COIN MATS - DARTS MATS 
BOWLS MATS 


— Write for illustrated folder with details 
of this permanent point-of-sale advertising 
medium. It gives examples in full colour of 
Rubber Advertising Mats used by some of 
the most famous national advertisers in the 
eountry 


Redfern's Rubber Works Ltd + National Advertisers’ Division 


Hyde . Cheshire TP.090 
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The story of the rise 
of the ‘Telegraph’ 


who became advertisement man- 
ager in 1912. “ Rowley,” who 
“travelled about his daily avoca- 
tions by dog-cart in a top-hat 
which he wore with scant dignity 
and great reluctance” is remem- 
bered affectionately by many of 
the older generation in adver- 
tising. 

Lord Burnham continues: 
“When he died in 1922, how- 
ever much he had outlived his 
time, he was a hard man to 
replace. 

“The only adequate replace- 
ment would have been a well- 
staffed, modern, stream-line ad- 
vertising department headed by 
a man of equal individuality and 
more instructed talent, but even 
at that late hour Daily Tele- 
graph management had not 
grown up so far towards modern 
requirement. 

“That had to wait until Sir 
Gomer Berry put in G. P. Simon, 
now general manager, as adver- 
tisement manager with a well- 
organised department. Simon 
had knowledge not only of news- 
paper work, which is largely 
salesmanship, but also, through 
his experience at the London 
Press Exchange, of the technical 
side of advertising 

“He gathered round him a 
highly competent team and set 
them to work with such success 
that, by the beginning of the 


second world war the Telegraph 
was publishing an average of 28 
pages a day throughout the year, 
and occasionally as many as 48 
pages a day, justified by a high 
and varied news content, and 
supported, not only by classified 
advertising, in which the Tele- 
graph has always been supreme, 
but by attractive and incidentally 
pleasingly remunerative West 
End and general display adver- 
tising of the highest quality.” 

What makes a successful news- 
paper? 


Role of distribution 


Lord Burnham hazards these 
views: “The circulation of a 
newspaper is predominantly 
made editorially. Good distribu- 
tion is a matter of mechanics 
requiring energy and attention to 
detail. Promotion requires 
vigour but presents no unusual 
problems of publicity, and once 
the circulation of the right kind 
and the right quantity is there it 
does not require a genius or a 
human dynamo to sell the adver- 


The answer—in a word—is 
“character,” and the success of 
Lord Burnham's book is that its 
pages have captured, and pre- 
served, those characteristics 
which have made the Daily 
Telegraph great. 


Moving hand aids display 


of handicraft toys 


NIMATION and colour plus 
novelty in presentation went 
into the making of a display piece 
on Mitchells, Ashworth, Stansfield 
& Co. Ltd’s stand at the recent 
4th International Handicrafts Ex- 
hibition at Earls Court 
Against a back-cloth of “Rayn- 
bow” handicraft felts, six soft 
toys (made with the felts) were 
shown to the viewer, one at a 


The hand in the 
hackground moved 
to and fro across 
the small stage 
upon which 
appeareda 
different felt toy 
as the hand passed 
The display was 
designed and pro 
duced by the dis 
play division of 


George Murray 
(Advertising) Ltd., 
who were also 
responsible for 


creating and pro- 
ducing the motivat- 
ing apparatus 


time. The dominant feature was 
a large photographic hand, which, 
by means of a_ synchronised 
motor-driven apparatus, was 
made to move aside at regular 
intervals to disclose a felt toy in 
a brilliantly lit aperture. When 
the hand returned to its original 
position, covering the aperture, a 
change of toy took place auto- 
matically for the next showing. 


ELS ASHWORTH STANSFIELDCCO.LTD 
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Slum be rela 


This attractive setting for Slumber- 


a 


land was “ individually tailored ” 
for the store of Messrs. Padfields of 
Barnstaple, and is one of many 
similar displays produced and fitted 
by us this year, throughout the 


British Isles. 
Sales are soaring for Slumberland. 


Whatever the size or quantity of 
your point of sale advertising you 
will be well advised to come to 
Priestleys — the people with 35 
years of experience in producing 


displays that SELL. 


ADVERTISER'S WEEKLY 


SHOWROOM INSTALLATIONS 


(REGD.) 


Designed——produced and installed by Priestleys—* Masters of Display.” 
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PRIESTLEYS of Gloucester 


COMMERCIAL ROAD, GLOUCESTER, TELEPHONE: 22281-4 
9 BUCKINGHAM STREET, LONDON, W.C.2. TELEPHONE: TRA 4277-4 
VICTORIA BUILDINGS, 32 DEANSGATE, MANCHESTER 3, TELEPHONE: BLA 3851 
70 CAROLINE STREET, BIRMINGHAM 3. TELEPHONE: CEN 1941 & AT CARDIFE 


weekly journal that the Furnishing Retailers read 


FunnisuinGc WORLD carries a greater coverage of the week's Furnishing Trades 


hews than any contemporary. That is why it is read so consistently by the 


Furnishing Retailer. It keeps him fully in touch with fashion and design trends, 


consumer preferences and market developments. 


And the Furnishing Retailer is an important person an important market 


for to sell, he must first buy. A sure way of interesting him in anything which 


sells to the Furnishing trades is an advertisement series in his principal weekly 


trade paper. 


mevaivan tances World 


Published by Trade Chronicles Ltd. 
180 Fleet St., London, E.C.A. Tel. CHAncery 88644 
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FARM DAILY TO 
11,000 FARMERS 


A.B.C. FIGURES: 


* 1953 — 51,497 

* 1954 —52,582 
* 1955-—54,848 
Rate: 15!- sca. 


i 


. 


SPECIAL FARMING PAGES 
EVERY WEDNESDAY AND SATURDAY 


The rich, productive acres of East Anglia have once again contributed a 
valuable share of the essential food supplies of the nation-——much of the 
seed, stock, feeding stuffs, implements, and even the land itself, will have 


Farmers in Norfolk and North Suffolk 
rely on the market reports and advance 
agricultural information given in the 
 “ Eastern Daily Press.” The adver- 
 tising ts studied as closely as the | 
editorials. 


been bought as a result of advertisements seen in the ‘' Eastern Daily Press.” 
The confidence of the farming community in their daily newspaper is 
reflected in the steadily rising circulation, and certainly no agricultural 
campaign can be complete unless the “ Eastern Daily Press’’ is included in 
the schedule 


RATE CARDS AND SPECIMEN COPIES FROM 


NORFOLK NEWS COMPANY LIMITED 


LONDON STREET. NORWICH 151 FLEET STREET, LONDON, £.C.4 
Telephone . Norwich 23231 Telephone : Fleet Street 9355 (3 lines) 
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The ‘Advertiser’s Weekly’ Market Research Team 


surveying the nation’s farmlands, finds that— 


Machinery has brought increased 
production and higher wages 


INCE the year 1939, 
productivity in British 
agriculture has increased be- 
tween 47 and SO per cent, 
and that is an achievement not 
claimed by any single manu- 
facturing industry. 
Last year, however, must be 
recorded as one of adversity for 


the farming industry when 
weather difficulties started with 
the hay crop and continued 


almost without interruption until 
the storms in November. The 
quality of the cereal crops was 
adversely affected, and yields per 
acre of oats and mixed corn were 
below the average of the five 
years 1949-53 Root crops 
suffered, while the feeding of live 
stock, especially hill sheep, gave 
rise to both difficulties and 
anxiety. In consequence, produc 
tion, which by the end of 1953 
had risen by 55 per cent, was two 
points lower in 1954, 


No autumn work 


Although most of the crops 
were sawed or eventually salvaged, 
the bad weather delayed sowings 
for the new harvest, and in some 
areas where the soil is heavy 
clays and where it was not pos- 
sible to work in the autumn, no 
sowings were made, 

The accompanying tables re- 
produce the provisional results of 
the June 4 Agricultural Census for 
England and Wales this year, and 
show a decrease in the total area 
of tillage, particularly wheat. 

This change comes at a time 
when the flour milling industry in 
Britain has undertaken to use a 
minimum of 1,250,000 tons of 


home grown wheat from this 
year’s harvest and to use its best 
efforts to exceed that total 

Little autumn wheat could be 
sown, and farmers planted more 
spring barley and oats, although 
not enough to maintain the total 


grain acreage, which has fallen 
by nearly 400,000 acres 
There has been a slight 


decrease in total cattle and calves 
but an increase in beel type cows, 
the latter being a development 
the government wished to encour 
age. The number of pigs declined 
appreciably, particularly breed- 
ing sows, but there has been an 
increase in sheep and lambs in 
addition to a slight increase in 
poultry 


Effect of the glorious summer 


His year, a fine, warm 
summer has followed the 
cold dry spring which made 
grass late. However, the hay 
crop was excellent both in 


quantity and quality, and 
yields of over two tons per 
acre have been reported, 


although the subsequent dry 


weather resulted in 
places in the 
second crop 
The weather has 
good for corn crops, and yields 
are expected to be above aver 
age ; the major part of the crops 


many 


absence of a 


also been 


was harvested by the end of 
August and reports from. the 
north in mid-September stated 


Mechanised harvesting in Kent 


—_— 
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A harvest scene in Kent. 


This 
time has adversely affected root crops 
yield is averaging 6.6 tons to the acre 


year's exceptionally fine 


hantration 


Farm Me 


Picture 


summer- 


In the case of potatoes the 
car average 


well below the 10 


that three-quarters of the grain 
there had been harvested, but that 
recent rains were making the col 
lection of the remainder difficult 
It is easy, perhaps, to regard 
conditions this summer as excep 
tionally good, but it is only six 
years ago (in 1949) that more 
than one farmer was working 
through the August Bank Holi 
day im order to finish his 
harvesting. Nothwithstanding, the 
weather this year has made some 
amends for the set-backs of 1954 

As regards the potato crop, 
which like other root crops has 
suffered from the shortage of 


rain, the average yields are 
expected to be lower than in 
recent years. As shown in the 


provisional returns, the acreage 
of potatoes in England and Wales 
this year was over 40,000 acres 
less than in 1954, and the reduc 
tion im acreage and the lower 
yield may well give rise to short 
ages in the winter. 


Reason for decrease 


The decrease in acreage has 
been attributed to two main 
factors: 

@ Weather 

time 

@ Uncertainties about labour 

when the crop became ready 

for lifting 

In Scotland a similar trend is 
noticeable with a smaller acre 
age and lower yields 

Progress in the horticultural 
industry, as in other branches of 
agriculture, has been steady and 
the trend since 1939 has con 
tinued, excluding potatoes, fruit 
and flowers, the acreage taken up 
by market gardening is estimated 


@ Continued on page 42 


during planting 
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The Agricultural Market 


Workers on land get more 


pay but numbers decrease 


to be in the region of 455,000 


becomes 127s. per week. Earn- 


Octoser 21, 


1955 


Number of Workers Returned as Employed on 
Agricultural Holdings Exceeding One Acre (a) 


('000s) 


acres. Another table, which isre- ings in agriculture during the past June, 1954 | June, 1955 

produced from an article in the eight weeks are reflected in (provisional) 

Financial Times by the editor of another table. 

the Field, shows the increase in The fall in the number of a WHOLE-Timk WORKERS 

acreage and in tonnage marketed. regular male workers of 21 and a5 cease and over 21-9 2-2 
Changes in the numbers em- over has often been attributed to i years old and under § 365-6 344-8 

ployed in agriculture are shown 4 reluctance on the part of farm + ts 5 a 3 ; 

in an accompanying table. From workers to return to agriculture - : ; 

this it will be seen that the num- after completing their national Total male 462-9 4402 

ber of regular whole-time workers service. According to a Ministry Women and girls 42:5 9-7 

declined between 1954 and 1955 of Labour inquiry, however, the ee oy 505-4 479-9 

by some 25,000 mainly male proportion is less than might have 

workers in the age group 21 to been expected with present day "7 PART-TIME WORKERS 48-0 

, " P vere ales ) 

65 years. conditions of labour shortage in Women and sists (b) 1.5 
During this year, apart from almost every industry and -a 

other proposals, the National greater degree of mobility among Total male and female (b) 78:5 

Union of Agricultural Workers the working population than in goon: op Temporary WoRKERS 

has been asking that payment of earlier years, Males (b) 48-9 

‘ 4 Women and girls (b) 32-4 

os aces sake wage should Return to land 

egin at 20 years instead of 21 —_—__ Total male and female (b) 81:3 

At the time of the proposal, little A questionnaire was sent to 

cause for pane may could be 1,302 men called up from farms a _ Workers (c) @7-3 

made, as in practice by the time in November, 1951, and of the ees girls 55.0 

a young man returned from his 1,036 who answered it, nearly 700 

national service the recognised had returned to agriculture at the Total male and female 152:3 

age had been reached, and in July end of their national service and yea) male workers $02 | 3937-2 

the Wages Board for the industry 506 of these were working in agri- Total female workers 97-5 102-5 

made an order whereby minimum culture a year later. Notwith- Tote! workers 657°7 639-7 

rates for adult males would be standing, the numbers engaged 

paid at 20 years. For females have fallen considerably since (a) Figures exclude the occupier, his wife and children still at school 

there has been no change. Thus, 1948, and the extent of the fall (6) Not returned separately in 1954 

for ordinary male workers aged is revealed in an accompanying  ¢) jn 1954 the heading “ Casual Workers” included seasonal, part-time, and tem- 

20 years the minimum rate table 


_ porary workers 


particularly 

Evening Newspapers ull Daily Mail @ 
Lincolnshire Echo (Lincoln) - Evening Sentinel (Stoke-on-Trent) 
Derby Evening Telegraph @ Leicester Evening Mail @ Bristol Evening 
World © South Wales Evening Post (Swansea) @ The Citizen (Gloucester) 

Gloucestershire Echo (Cheltenham) 

Weekly Newspapers » Yorkshire & Lincolnshire Times (Hull) @ Grimsby 
Saturday Telegraph @ Staffordshire Weekly Sentinel (Stoke-on-Trent) 
Herald of Wales (Swansea) @ Gloucester Journal @ Cheltenham Chronicle 


Grimsby Evening Telegraph 


= NORTHCLIFFE NEWSPAPERS GROUP LT. 


R. H. Penney, 


Advertisement Director QUEEN VICTORIA STREET, LONDON, 4. Telephone PLEet Street 6000 
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To media planners wanting to reach farmers 


It is the COUNTY WeeKLy which catches the farmer ina receptive mood. 

Here is a list of papers in the Westminster Press Group which have 

a very high readership among farmers in their respective districts. 

Dates are given of the special Agricultural Supplements so far scheduled 
for the Spring of 1956. 


Northumberland Gazette Barrow News Series 
Annual Survey of Agriculture; March* Westmorland Gazette 
Durham County Advertiser Series Bedford Record Series 
eal Pies oe nua March Biggleswade Chronicle 
acne ait ancte — and Bedfordshire Gazette 
Agricultural Feature : February 
Wiltshire Herald & Advertiser Oxford Times 
Agricultural Supplement : March North Berks Herald 
Bedfordshire Times & Standard Darlington & Stockton Times 
Agricultural Feature : February Wiltshire Gazette 


* With special reference to the 1956 Royal Show at Newcastle-on- Tyne 


THE AGRICULTURAL WEEKLIES 


OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 


LEEDS OFFICE: LONDON OFFICE: MANCHESTER OFFICE: 
P.O. Box 265a ; Midland Bank House 
167/170 Fleet Street, E.C.4 26 Cross Street, Manchester2 
(Fleet Street 3265) (Blackfriars 3930) 
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The Agricultural Market 


Further mechanisation is 
required on farms 


N addition to statements by 

government spokesmen, the 
past nine months has seen the 
publication of a number of 
interesting documents regard- 
ing the industry by quasi- 
government and private 
organisations. 

One particularly interesting 
publication has been A Review 
of Productivity in Farming, pre- 
pared by the British Productivity 
Council, which deals with farm 
management, work study, 
mechanisation, electricity, build- 
ings and training, all in relation 
to productivity. 


View of team 


It was the published view of 
the investigating team that a 
major factor in the great advance 
in production since pre-war has 
been the ready acceptance of 
mechanisation by British farmers, 
and that, if production was to be 
increased to any appreciable ex- 
tent, mechanisation would have 
to be applied still further. The 
obvious —— is the high cost 
of equipment, although this par- 


ticular drawback could be re- 
lieved to some extent by co 
operative action over the use of 
machinery. 


Excellent adaptation 


It is doubtful if any industry 
has undergone such a rapid de- 
velopment in the use of 
mechanical equipment as has 
British farming. 

Moreover, members of 
the farming community have 
accepted these with less resist- 
ance than probably any other 
traditional industry. 

Unless this had been the case 
there is no doubt that the large 
increase in food production 
which has been achieved would 
not have been possible. Accord- 
ing to estimates it now takes two 
weeks to plough over an arable 
area of 1,300,000 acres; with pre- 
war equipment this would have 
occupied approximately six 
weeks. 

The Institute for Research in 
Agricultural Economics at Ox- 
ford University stated in a re- 
port entitled Livestock Products 
in the United Kingdom in 1953, 
that expenditure by farmers on 


machinery had increased by some 
900 per cent (from about 
£15 million to £150 million) since 
before the war. And in reply to 
a Parliamentary question at the 
end of April, the Minister of 
Agriculture said that the esti- 
mated totals of agricultural in- 
vestment in machinery and equip- 
ment in 1952, 1953 and 1954 were 


Octoser 21, 1955 


£54 million, £53 million and £55 
million, and in vehicles £6 million, 
£7 million and £6 million 
Before the war there were only 
about 150 combine harvesters in 
use on farms in this country, 
while, according to the Ministry's 
Census of Machinery Returns, 
there were 21,120 in use in Eng- 
@ Continued on page 46 


Numbers of Livestock, England and Wales 


('000s) 
June, 1954 June, 1955 
(provisional) 

Cows and heifers in milk 

For producing milk or calves for the dairy herd 2,170 2,061 

Mainly for producing calves for beef 327 415 
Cows in calf but not in milk 

For producing milk or calves for the dairy herd 31 384 

Mainly for producing calves for beef 75 #3 

Heifers in calf with first calf 660 632 
Bulls 101 91 
Other cattle 4.374 4,403 
Total cattle and calves 8,067 } 8,038 
Total sheep and lambs 14,513 14,783 
Total sows for breeding 659 S64 
Boars used for service 38 6 
All other pigs 4,181 4,055 
Total pigs 4,878 4,654 
Total fowls 993 64,097 
Total ducks 1,278 909 
Total geese 564 483 
Total turkeys 1,104 1,158 
Total poultry . 63,339 66,677 
Total houses 255 234 


“ . . . responsible for 95% 
OF ALL POULTRY SALES 
the N.W. Counties ”’ 


in 


So wrote one of our advertisers when renewing his 


advertising in the 


Preston Guardian. He has 


proved our claims that the Preston Guardian is 
read by the Farming Community, the Farmers’ 
Wives and their families throughout Lancashire 


and the North West. 


London, E.C.4. 


Fleet Street 9462. 


This letter, together with 


other Testimonials, is available in Brochure form 
on request but why not test the Preston Guardian 


yourself? Full details regarding rates and cir- 


culation breakdown, etc., gladly sent on application 


to Advertisement Director. 


FOR RESULTS — USE THE 


PRESTON GUARDIAN 


2, Salisbury Square, 


127, Fishergate, 


Preston. 


Tel: 4841. 
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COMPLETE COVERAGE or the 


PROSPEROUS AGRICULTURAL - RESIDENTIAL - INDUSTRIAL 


SOUTH EAST. 
SOUTH COAST GROUP 


ELEVEN INFLUENTIAL NEWSPAPERS 
WITH THE 


LARGEST CIRCULATION 
IN THE AREA 


154,525 asc 


5 7'6 $.€.1. Flat 


LENNOX HOUSE, NORFOLK STREET, LONDON W.C.2. 3 Temple Bar 6591 (3 lines) 


Joint Managers C. CASSY & S. H. ROBERTS 
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The Agricultural' Market 


Extension of electricity services to 
farms creates big new markets 


land and Wales in January, 1954, 
and it is estimated that for the 
harvest this year the industry has 
used some 25,000 of these 
machines The advantage of 
using this machine is illustrated 
by a study by Leeds University, 
which showed that the cost per 
acre of harvesting barley was 
£5 15s. by combine harvester as 
against £7 9s. 6d. by binder and 
thresher 
As regards tractors, numbers 
have increased in England and 
Wales from 55,000 before the war 
to 283,000 in 1952 and 334,000 in 
January, 1954. It is estimated 
that the tractors in use in the 
United Kingdom now number 
about 400,000, representing more 
than 22 tractors per 1,000 acres 
of agricultural land compared 
with about nine in the United 
States and 14 in Germany. 
Moreover, according to re- 
ports British farmers have still 
been buying about 3,100 trac- 
tors a month by comparison 
with 3,250 a month in the same 
period a year ago, although 
agricultural economists have 


me 


A view of the Great Yorkshire 
the nation’s finest cattle make their appearance at this event which 
draws very large numbers of people 


been predicting a decline in 

capital expenditure on machin- 

ery, particularly tractors, and 

farmers’ incomes also declined 

last year. 

Another type of equipment 
which has increased in numbers 
is the hay baler, and recently one 


Provisional Results of June, 1955, 
Agricultural Returns in England and Wales 


Acreage of Crops and Grass ('000 Acres) 


| June, 1954 | June, 1955 
_ (provisional) 


Wheat 2,377 1,908 
Harley 1,874 2,103 
Oats 1,409 1,498 
Mixed corn for threshing 59) 49 
Rye for threshing 41 18 
Total corn 6,355 5,986 
Beans for stock-feeding 9 46 
Peas for stock-feeding oy 21 
Potatoes, first earlies 120 itt 
Potatoes, main erop and second earlies $29 495 
Total potatoes 649 0s 
' 
Turnips and swedes for stock-feeding 288 | 288 
Sugar beet 42) 412 
Fodder beet 40 | 74 
Mangolds 198 | 177 
mae or cole 144 | 135 
Cabbage, kale, savoys and kohi rabi for stock-feeding 297 | 32 
Vetches or tares 24 | 23 
Mustard “ ” 
Linseed 3 2 
Plax 17 9 
Hops 20 20 
Orchard and small fruit 298 294 
Vegetables (excluding potatoes), nursery stock, flowers 
and crops under glass 404 482 
Other crops 23 ‘ 
Total crops 9 4) 8.948 
Bare fallow 272 335 . 
Total tillage 9.09 9,283 
Lucerne it 103 
Temporary grass 187 4.055 
Total arable land 13,685 | 13441 
Permanent grass for mowing 2,786 2,906 
eo . erazing 7,99) | 8,124 
Total 10,779 } 110% 
Land temporarily out of use SI | 2 
Total crops and grass (excluding rough grazing) 24,515 | 24,497 
Rough grazings ‘ 5,245 | _5,209 


Show held at Harrogate 


Some of 


manufacturer estimated that there 
were more than 30,000 at work in 
the country to-day 

A further factor responsible for 
the increase in production and 
in productivity has been the ex 
tension of electricity services to 
farms and the growth in its use 
Even in 1952 consumption on the 
average, according to the team of 
the British Productivity Council, 
had risen to 5,000 units a year as 
compared with 1,400 in 1935 
Their report states that at present 
approximately 55 per cent of the 
farms in Great Britain are receiv 
ing mains supplies, but plans are 
already in hand for extending the 
service and by 1958 nearly 
220,000 farms (or seven out of 
every 10), and about 1,800,000 
rural dwellings (or more than 
eight out of every 10) are 
expected to be connected to the 
mains. By 1963 some 85 per cent 
of British farms are expected to 
receive supplies 


Finding the 
right men 


YONNECTED directly with 
productivity and of the 
greatest importance to British 
agriculture is the quality of the 
men farming now and of the 
new entrants. 

The Productivity Council's 
report in its introduction states 
unequivocally that the days of 
“dog and stick” farming have, it 
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is hoped, gone for ever and it is 
indeed true that agricultural re- 
search and the _ enlightened 
attitude of many farmers to agri 
cultural science and agricultural 
education are of the greatest 
importance. 

Speaking at the ye cere 
mony of the conference of Com- 
monwealth Agricultural Bureaux 
in London in June this year, the 
Minister of Agriculture stated 
that expenditure on agricultural 
research in Britain had nearly 
doubled in the past five years 
The research was already paying 
big dividends and would pay even 
bigger ones in future, he added 


Pleas from Ministry 


The importance of the increase 
in output has, of course, been the 
subject of many Ministerial 
exhortations, and again this year 
in the early summer the Chancel 
lor said the government were 
depending on agriculture to help 
to improve the balance of trade 
Talking of feeding stuffs from 
abroad, he said the cost on the 
trade balance had been no less 
than £125 million and he 
appealed to farmers to use the 
new production and fertiliser 
grants and to go in for ley and 
alternative grass farming to help 
the overseas balance 

As regards the new entrants, 
the numbers studying agriculture 
are reported to have increased 
considerably, and the level at 
which the subject is taught to be 
much higher. <A_ correspondent 
writing in The Times earlier this 
year and reviewing the contents 
of farming papers, drew an inter 
esting comparison between the 
reports of agricultural shows and 
market intelligence to which 
farming papers largely restricted 
themselves 50 years ago, and the 
highly technical accounts of 
improvements and developments 
which appear in the same 
journals to-day. 


Attention to research 


Steadily year by year since the 
war, improved methods, a greater 
degree of mechanisation, more 
attention to research, and greater 
productivity and production, have 
continued, despite, as compared 
with pre-war years, a loss of 
agricultural land td non-agricul 
tural uses 

The Council for the Preserva 
tion of Rural England, in their 
annual report, have stated that 
England and Wales emerged 
from the war with 673.000 acres 
less farm or open land. And in 
the nine years from 1945 to 
1953-54 only about one-third of 
the 609.000 acres taken by the 
Services—-206.200 acres in all 
had been returned to agriculture 

The temporarily cultivated 


@ Continued on page 48 


{ Market Garden Industry i 


1939 
Acreage 292,000 
Estimated tonnage marketed 2,062,000 


es 


1943 1953 1955 
aS _(estimated) 
| 
443.000 452,000 455,000 
2,813,000 2,673,000 2,900,000° 
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SPORT& qs 
COUNTRY = “es 


states the facts... 


ox The changed pattern of the farming industry and the 
coat g ) 


countryman’s way of life justifies a fresh assessment of 


the growing agricultural market. The facts concerning 


SPORT & COUNTRY’S farming readership are set out 


in a new. publication which has been mailed to 


advertisers and their agents. 


a copy please ask C. M. Bailey, Advertisemem 


ort & Country, Ingram House, 195 Strand, London, W.C .2 
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The Agricultural Market 


Educating the farmer 
in modern methods 


it’s rw 
boom-time 
for the 


FARMER in 


Numbers Employed in Agriculture, 
Great Britain 
All Workers (000s) 


‘ M4 & W ~ ‘ 4 Year Male Female Total 
llampshire . Sussex : 
19), June 618-0 93-2 7b 5 
It is boom-time on the land AGRICULTURAL side of this 1948 102°5 146-9 849 
where wheat, barley and important area which pro- 1949 719-6 135-7 855 
oats are Peer ag a peak vides a big market for a 1950 713° 1268 8425 
1951 696 9 115.3 812 2 
harvest, attle and sheep variety of goods and services 1952 676-9 127.3 804 
are in first class condition. needed by the farming com- 1953 6573 122 779-5 
pigs and poultry have munity. They can be 4-44 rt Hr ee ae 
never been better. profitably advertised in the riling 
local newspaper devoted to Source: 


All these go to make up the 


the farmers’ interest. 


BOOK A REGULAR SPACE NOW 
IN THE 


HAMPSHIRE 
TELEGRAPH « POST 


LONDON OFFICE: 85 Fleet St, E.C.4 Telephone: FLEET STREET 2845 


EAST ANGLIA 


If your appeal is to farmers 
in this 
important area you must use 


EAST ANGLIAN 
DAILY TIMES 


A DOUBLE PAGE FEATURE IS DEVOTED 
TO AGRICULTURE EVERY SATURDAY. 


Carr Street 
IPSWICH 


107 Fleet Street 
LONDON, €E.C.4 


Tel. 3764 Tel. FLEET STREET 4899 
Branches: Chelmsford - Colchester - Bury St. Edmunds 
Felixstowe - Harwich Lowestoft - Stowmarket - Sudbury 


sports grounds had been restored 
and an additiona| 33,800 acres 
allocated for sports and playing 
fields Post-war housing and 
general construction had taken 
289,000 acres, by itself using land 
at the rate of 32,100 acres a year. 
From 1939 to 1954 the net loss of 
agricultural land had _ been 
819,000 acres--an average loss of 
54,460 acres a year 

The subject of subsidies (which 
was discussed in the previous 
agricultural survey published in 
ADVERTISER'S Weekty (April 7 
1955) still remains as strongly 
controversial as ever, Neither 
side, or perhaps more precisely, 
none of those affected, is happy 
about them, 


Long term view 


Finally, the view expressed by 
Sir Ralph Enfield, former Chief 
Economic Adviser to the Ministry 
of Agriculture and former UK 
representative on the Council of 
the Food and Agricultural Or 
ganisation of the United Nations 
in an article in the Lloyds Bank 
Review, should be read carefully 

“Let us not forget that within 
the system, involving political and 
social as well as economic con- 
siderations, there are elements in 
any comprehensive agricultural 
policy, deep-rooted and enduring, 
which in their effect are concerned 
with promoting efficiency, with 
the conscious evolution of farm- 
ing practices in the light of 
modern knowledge as well as of 
modern equipment. 


Monthly Digest of Statistics 


Over the gate 


Ralph Wightman (bareheaded) 
liscusses farm problems with Ben 
Cooper in “Farm Topics,” pro- 
duced by Editorial Film Produ 
tions Lid. This film series aims 
at bringing news of up-to-date 
methods to farmers 


“Less spectacular than the 
financial problem, they are also 
less controversial, but on them 
largely depends the prospect of 
progressively narrowing the gap 
between a supported and an un- 
supported agriculture. In_ the 
end, agricultural policy must be 
related to the optimum use of our 
total national resources, to the 
optimum balance between the 
direct and indirect method of 
feeding the nation.” 


Average Weekly Earnings in Agriculture, 
Great Britain 


1947, April1948, March 
1948, April—-1949, March 
1949, April-1950, March 
1950, April—1951, March 
1951, April--1952, March 
1952, April-1953, March 
1953, April 1954. March 
1954, April.19$5, March 


Males, Youths, | Women 
| 2! years and | under 21 and 
over years girls 
 ¢€ . d 
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COMPREHENSIVE COVERAGE 


WHEN 


Product range increases’ 
al agricultural shows 


The importance of agricultural shows is increasing. More and 
more they are becoming exhibitions of general interest without, 
however, losing their specific appeal to the farmer. 


HAT could be a better 
place for selling to coun 
try dwellers than amid the 
hustle and bustle of an agricul- 
tural show, where farmers and 
their wives, whose only outing 
is a Visit to the local town on 
market days, can view not only 
the latest farm implements, but 
also the latest consumer goods’ 

Wise manufacturers have 
realised this. That is why 
more and more firms are using 
the spacious “market places” of 
agricultural shows to show their 
wares. Since the war very many 
have increased their stand spaces 

The attendance figures at the 
shows are growing every year 

At the Royal Shows alone 
the attendance figures since 

1947 have totalled 1.5 million, 

and during 1954 almost a 

million members of the farm- 

ing community visited the 193 

shows held in the north of 

England. At these they saw 

2,359 trade exhibits—evidence 

enough that manufacturers 

realise that these shows play 
an important part in their sales 
campaigns. 

For these exhibitors there are 
several problems that do not arise 
when they exhibit at an exhibi 
tion in London or any of the 


major cities First, it is essen 
tial that the right type of sales 
man must be on the stand, A 
southerner’ in the north or vice 
versa might well make a big 
difference to sales Therefore, 
the staff for agricultural shows 
must be carefully hand picked 

Then, again, the stand itself 
must fit in with the local atmo 
phere. “Fussy” décor might be 
ill right in the south, but in the 
north they do not like trimmings 
and are suspicious that the cost 
is being added to the product 


Problem of stand 


At the same time, it is highly 
important that the stand should 
be bright and attractive enough 
to stand out from the rest of the 
others yet not foo bright to make 
the cautious country dwellers 
think it might be a catch-penny 
exhibit Regular exhibitors at 
the shows generally employ ex 
hibition officers who are fully 
aware of this aspect 

Of the many firms and or 
ganisations who realise the value 
of these shows as a significant 


selling and publicity medium, the | 


gas and electricity authorities are 
in the van 
The Gas Council 


@ Continued on page 50 


t Showing the advantages of gas 


 ¢¥—__/ 


jm2 
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Opportunity is grasped by the Gas Council at many agricultural shows 


to demonstrate to the rural community 


round 
stand 


farmer, his workers and his 


how gas can ease the daily 


The approach is carefully chosen (note the slogan above the 
Good food needs good cooking 
family 


by gas’) 
come to such 


More 


shows 


than the 
They 


are now regarded as events of wide general interest 
. 


41 the Cheapest int 
rate per thousand 


readers in this 


SOUTHERN WEEKLY NEWS 


An influential Week! 
Group which 
completely 


PART OF THE FAMOUS 
(THE SUSSEX GROUP) 


@ SOUTHERN WEEKLY NEWS 
@ BRIGHTON & HOVE GAZETTE 
@ CRAWLEY WEEKLY NEWS 


33,139 
Head Office : 


blank ely 
the growing areas 
of Sussex 


LATEST FIGURES 
London Office : 


107 FLEET STREET ARGUS HOUSE 
LONDON E.C.4 p, 1 - J BRIGHTON 


Telephone FLEet Sireet 2412-3 Telephone Brighton 27161 


Member of the 


through its 


KENTISH EXPRESS 


which covers 


KENT 
and 


EAST SUSSEX 


has a SPECIAL AGRICULTURAL PACE weekly 


Head Office 
94 HIGH STREET, ASHFORD, KENT 
TELEPHONE: 1184-54 


Londen Office 
L. G. WATKINS, 143 FLEET ST., E.C.4. 
TELEPHONE: PLEet Street 446! 
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3 
‘COMBINE’ | 
HARVESTERS 


This new Surrey Group covers 
‘Cobbett’s country’—now one of 
the best farming and business 
areas of the country. 


SURREY TIMES 
(Guildford) 


WOKING NEWS & MAIL 


(Woking) 


SURREY & HANTS NEWS 


(Farnham) 
COMBINED RATE 


14’- 


London Representative; H. R. TADGELL 
134 FLEET ST., E.C.4 Tel.: FLEet Street 3913 


per 
S.C. 
inch 


PLASTOIC 
BINDING 
now at 


Griffith 


PRINTERS SINCE 1850 


Prompt service on 
Plastoic Binding 
now offered by 


W. P. GRIFFITH & SONS LTD 
154 Clerkenwell Road, 
London, E.C.1 
Telephone: Terminus 7363 
TRADE ENQUIRIES WELCOMED 


Ulster's leading farming publication 


The 
“FARMERS? JOURNAL” 
(Official Organ of Ulster Farmers’ 

Union) 


A.B.C. figures 
Jan. to June 1955 


27,949 


Belfast Office 
18 Donegall Square, East. Tel. Belfast 24397 | 


wensen OF THE 
avory s@uAgAU 
OF CINCVLATIONS 


London Office 
69 Fleet Street, E.C.4, Tel. Flfet St. 5453 


LINCOLNSHIRE 
STANDARD | 


Series 


SUPREME 


na 


GREAT AGRICULTURAL 
COUNTY 


Circulation practically 
100 per cent. among the 
agricultural community in 
its area. 


The farming scene reviewed 
week by week by our own 
Agricultural Correspondent 
and other experts. 


A.B.C. certified net weekly sale 


By Far the Largest Circulation 
in Lincolnshire. 


Head Office: Wide Bargate, 
Boston. Tel.: 229). 
London Office: E. T. Reynolds, 


69, Fleet Street, E.C.4. 
Tel.: FLEet Street 5453. 
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The Agricultural Market 


Wide range 


of products 


at agricultural shows 


various area boards, are repre 
sented at most of the major 
shows. At the Royal events the 
domestic angle is emphasised, 
and, apart from displays of the 
latest types of gas cookers, re- 
frigerators and water heaters, 
there is generally a kitchen incor 
porated in the stand, where mem 
bers of the local home service 
advice bureau give practical 
advice to the rural housewives. 
The Electrical Development 
Association are also firm believers 
in the importance of agricultural 
shows as a sales and publicity 
medium. They have large scale 
exhibits at all the Royals where 
the latest domestic electrical appli 
ances are put on view and cook- 
ing demonstrations are given. 
They also have working demon 


strations of electrical aids to 
easier farming in the form of 
electrical milkers, sterilisers and 


other appliances 
Cattle food displays 
Apart 


latest 


from displays of the 
tractors, harvesters and 
other farming machinery, cattle 
food manufacturers occupy a 
considerable amount of space at 
these events 

As regards consumer goods, 
many of the leading foodstuff 
manufacturers are regular exhibi- 
tors Most of them employ 
special staff who are expert in the 
needs of the country housewife 
Clothing of all types is also fully 
covered, and the displays of the 
leading manufacturers are eagerly 
inspected by both the farmers 
and their womenfolk 


Electrical show 


This was the stand organised by 

the Electrical Development Asso 

ciation at the Royal Highland 

Show. Working demonstrations 
were arranged, 


At the majority of the shows 
local traders find it profitable to 
take space, and apart from the 
sales they obtain they get pub 
licity for their wares and good 
will for their business. 

Although no figures of the 
attendances at the shows held this 
year are available, the exception 
ally fine weather is certain to have 
had the effect of topping those of 
any previous year. 


| Higher yields from nation’s herds { 


Production of milk has 
average dairy cow 
660 and 670 gallons per year 


steadily 


risen during recent 
in England and Wales now produces between 
18 per cent more than in 1939 
dards of hygiene and general efficiency 
increase 


Picture by Milk Indusir) 
years The 
Stan- 


have contributed to the 
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The difference between Sntchcraft and almost every other woman's magazine 
is that Sritchcraft appeals exclusively to the woman who wants new things. In Surcheraft 
she finds them—to knit, to crochet and to embroider, She's ready to be sold and 
she’s one in a market 800,000 strong. Stitchcraft is often effective for years, each 
copy is so carefully kept. Yet this beautifully produced, hard-selling 
magazine costs as little as {204 A PAGE, only 16/6 per thousand sales! 


Stitchcraft sales up again Latest ABC figures show yet another increase in Stitcherajt sales during January-June, 1955 
ABC Net Sales 251,747 copies a month. Type area 8}°x 6". £204 page. Advertisement Manager, 
S. H. BOWDEN, Stitchcraft, Great West Road, Brentford, Middlesex. Tel. EALing 6283 


WO ONE ELSE WILL BLOW IT FOR US!! 


te 


Blowing your own trumpet” is normally considered 
to be in bad taste, but we think that a Centenary is 
a justifiable exception 


Since 1855 the West London Observer has been read 
from Putney to Kilburn, St. Marylebone to Southall. 
It's the oldest family newspaper serving London's 
Western Reaches—read as much for its advertisements 
as it is valued for its news, views and lively presentation. 


WEST LONDON OBSERVER 


BARNES MORTLAKE KENSINGTON 
PADDINGTON RICHMOND ~ PUTNEY 


SHEPHERDS BUSH FULHAM ACTON 

NOTTING HILL’ HAMMERSMITH: KEW 

SOUTHALL HARLESDEN HANWELL i 

ST. MARYLEBONE WEST KENSINGTON 

CHISWICK © HOUNSLOW BAYSWATER , P 


BRENTFORD LAST SHEEN 
ANIGHTSBRIDGE 


ABC Circulation 26,378 JAN — JUNE 1955 16 QUEEN CAROLINE STREET, HAMMERSMITH BROADWAY, W.6 


Se ud ed d i“ « 2 
» Send for rate card and voucher Telephone RIiVerside 1451 


251,747 ‘2: 800,000... 
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Largest Net Sale in Kent 


KENTISH TIMES > 


SERIES 
HIGHEST YET! 


ABC net sales for the period jan.-june 


89,493 


This is an average weekly increase of 
4,673 copies 
over the corresponding period of 1954 


PER S/C 


FLAT RATE 26/- INCH 


THE 


WELLINGTON JOURNAL 
& 


SHREWSBURY NEWS 
net saves 5(Q) 215 weekty (asc; 


London Representative 


DAVID L. CLACKSON, 80 FLEET STREET, E.C.4 (FLEet Street 2626) 


— 
OS 
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W/- Flat 


P Moon, 1 Fleet St. £.C.4 


/ 


FIFE ASSOCIATED NEWSPAPERS 


wiemmee 42,946 we tae 


PRESS A.B.C. WEEKLY PRESS 
ONE BLOCK, ONE ACCOUNT, ONE RATE, ONE ORDER 


35 KIRKWYND, KIRKCALDY 
LONDON AGENTS: EDWIN GREENWOOD LTD. 
231-2 STRAND, W.C.2 CITY 5906 


Newspaper 


Octoper 21, 1955 


educates local 


traders in value of ads 


ss DVERTISING is a chain 

of ideas, carefully linked 
together, forcefully expressed, 
and scientifically calculated to 


bring accumulative reaction 
upon a definite group of 
people.” 


This opinion is offered in a 
booklet, tastefully printed in fou: 


| colours, and issued by the South- 


port Visiter to outline its or 
ganisation, both in newspaper 
circulation and general printing 

Three times a week the South 
port Visiter spreads the latest 


| news over more than 1,000 square 


miles, and the Visiter series claims 
to be “one of the few groups of 
local newspapers using practically 
the full amount of newsprint 
allocated to them 

The newspaper's contention 
that “local tradesmen have come 
to accept their advertising as part 
of their rates and taxes” will 
evoke a sigh of envy from many 
areas where the retailers are less 
enlightened 

Mind you, the Visiter has had 
111 years of unbroken publica 
tion, so it is not surprising that 
they have educated local traders 
in the value of advertising ! 


Lighter touch { 


HUMOUR in advertising can be 
u two-edged weapon, but wisely 
used it gives a sparkle to the 
sales message This is the 
opinion of a retail furnisher, 
A. Blooman, managing director 
of Blake & Sons (Ely) Ltd. He 


| has backed it up by using in local 


weeklies a cartoon from Furnish 
ing World in which the name of 
his shop and the road are addi 
tions to the original 

The humorous slant, he found 


WILTOM EVAN 


was well received by the public 
Mr. Blooman adds: 

“Many independent retailers 
find it difficult to make their 
individual weekly  advertise- 
ments as attractive and interest- 
ling as some of the multiples’ 
advertisements with — special 
drawings and blocks. We are 
finding that a lighter, rather 
more informal approach is pay- 
ine handsome dividends in 
increased sales and goodwill. 


Who reads 
the ads? 


THe Lincolnsnire Standard 
series, publicising its average net 
sales figure of 50,685, gives this 
answer “Every week the 
Standard advertisements are read 
with close attention—-by farmers 
seeking the latest scientific and 
mechanical aids in agriculture. 
by housewives with large and 
healthy families to feed, by bus: 
nessmen seeking property and 
land for investment and other 
scope for their activities 


“In short, ‘whatever Lincoln 
shire needs for its life, work and 
recreation, is advertised in the 
Standard. ., . 

“In fact, the Standard brings 


@ Continued on page 53 


The carpet retailer concerned, adapted a cartoon from “Furnishing 


World” and used it to good advantage in local weeklies. 


The lighter 


approach in advertising, in his epinion, pays handsome dividends. 
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Bright 
fat 


This is one of the 
illustrations (an 
other is betow) 
which appeared in 
the special supple- 
ment run by. the 
“South Wales 
Echo.” Being ad- 
vertised here is a 


Newlyn sink 
storage water 
heater. 
the market place to the remotest 
rural home.” 
* * * 


CITING ITs circulation figures 
to support the claim that it is 
bought by 99 out of every 100 
homes in the wide area of its 
circulation, the Wisbech Standard 
modestly suggests this is “a very 
satisfying thought” for those who 
use its advertisement columns. 

Indeed it should be! For a 
town like Wisbech, with 18,000 
population, with a number of vil- 
lages in the surrounding district, 


a net sale of 15,032 must be 
almost a record, especially as 
there is competition from two 


other journals 

That advertisers appreciate the 
Wisbech Standard is evident from 
the fact that the very issue which 
announced the paper's new high- 
level record in sales carried 
approximately 90 columns of 
advertisements 

The Wisbech Standard is, of 
course, one of the Cambridge 
shire Times group of nine weekly 
papers 


{Town fair link 


LINKING up with the Bury 
Town Fair, a three-day exhibition 
organised by the Bury St. Ed- 
munds Chamber of Commerce, 
Bury Free Press published a 
special eight - page supplement 
under the heading “News from 
the BTF.” 

Advertisement manager of the 
West Suffolk Newspapers group 
(members of East Midland 
Allied Press) L. Covell obtained 
over $50 single column inches of 


advertising 

During the fair, which was 
held at three halls—the Town 
Hall, the Atheneum and Corn 


Exchange, the supplement was 
issued daily carrying stop press 
news. 
* * * 
LIGHTING, HEATING and cooking 
are the basic domestic comforts 
which turn the house into a 


home. Money spent on the right 


ideas give locals 
supplements 


equipment is a long and lasting 
investment, 


This was the theme of a 
modern domestic equipment 
supplement in the South ales 


Echo, and the four pages of it 
were packed with bright ideas in 
presentation. Especially com 
mendable was the way the 
various pictures were livened by 
the inclusion of ople 
cheerful cup of coffee" was one 
headline, and a picture caption 
started “No cold, miserable 
hreakfast in this house. A warm- 
ing cup of coffee and the cheerful 
hackground warmth of a silent 
beam gas fire... .” 

Many an advertising agent 
who is prone to leave cookers 
and splatters alone and 
palely loitering in display adver 
tisements might pick up a few 
useful hints from this supple 
ment 


Jitter 


The advantages of cooking by 
the “Economain” gas cooker 
from R. & A. Main Lid., is 
demonstrated in this picture 
which appeared along with 
many others promoting domestic 
comforts—in the special supple 
ment featured by the “South 
Wales Echo” under the heading 
“Modern Domestic Equipment.’ 


140,214 


140,214 


140,214 
140,214 


These are the Certified Weekly 
Net Sales for the 23 weeks 
January/june 1955, excluding che 
newspaper stoppage 

ABC Net Salesfor the 16 weeks 


143.765 
Represented in London by 
WILL KITCHEN, Jnr. LTD. 


131 Fleet Sereet, E.C.4 Central 1960 
Head Office LUTON Phone 5050 


Advertisement Monager W. GIUDER 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


SERIES 
Intensively cover the lous 
and prosperous areo South- 
West Middlesex 


NET SALES 


45,906 


A.B.C. 


1% HIGH STREET 
HOUNSLOW 
Phone | HOUnsiow 0016-74 
London : Groep Jackson, 
Clifferd’s inn, C4 HOL MII 
Founder Member London 
ond Home 


Suburban 
Counties Press Grew 


| WILLIAM W. CLELAND LTD 


PRINTERS AND BOXMAKERS 
STAPLE HOUSE, CHANCERY LANE 
LONDON, W.C2 HOLbere 282! 
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is that it represents an 


accurate cross-section 
British market 


the 


of 


Business, 
Leisured, 


Professional, 
Industrial and Agri- 
cultural classes are all included 
in the city and adjacent country 
areas. When you consider that 
you can secure blanket coverage 
of this cross-section (14 copies 
for every house in the city —as 
well as a big circulation in West 
Wilts, and North Somerset 
through the Branch Offices at 
Trowbridge, Chippenham, 
Devizes and Radstock) by using 
ONE paper— the Bath Chronicle, 
at a cost of only 10/- per s.c.i., 
the beauty of Bath as a test area 
becomes apparent 

When you remember that this 
very area is one of the most 
prosperous in Britain, the wis- 
dom of including the Bath 
Chronicle in any schedule in 
tended to cover the West is not 
just “ apparent "it sticks out 
a mile 


You can’t cover the West 


Bath & Wilts 
Chronicle « vera 


eT Ae emee ree 


* Not to mention the three weeklion which 
reach the prosperous West Countryman at 
weekends when he has the time to read 
them SOMERSET GUARDIAN, WILT- 


SHIRE NEWS & BATH WEERLY 
CHRONICLE. Get full detail from 8. HW 
Roberts, 134 Fleet Street, London, ECA 


Arnold Ellis ay ge House, Marke: 
Street, Manchester 4, or Head Office, 3) 
Westgate Street, Bath 
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ADVERTISER'S WEEKLY 


Dagens Nyheter 


SWEDEN’S 
GREATEST DAILY 


NET SALES (SWEDISH A.B.C.) 
Daily 300,000... .... Sundays 352,100 


Dagens Nyheter is Sweden's 

newspaper. Its circulation is national 
throughout the country but predominates, 
of course, in Stockholm, where more than 
half the inhabitants read the paper. In 
addition, about 100,000 copies are distribu- 
ted every day outside Stockholm. 


Dagens Nyheter is Liberal in character and 
ite politics have always been sympathetic to 
the British point of view. 

It carries the greatest advertising volume of 
any Swedish newspaper, both display as 
well as classified. 


London Office: FRANK L. CRANE, 
69, Fleet Street, E.C.4...... Phone: CENtral 281! 


—When advertising 
in SWEDEN 
use 


STOCKHOLMS -TIDNINGEN 


Cirjnoation : Weekdays 177,632 
Sundays 210,740 


In 59 out of Sweden's 94 newspaper districts, 
no other Stockholm morning daily has better 
coverage than STOCKHOLMS-TIDNINGEN. 
Let these figures convince you that it is 
profitable to count on this paper. 


U.K. Representatives: 
JOSHUA B. POWERS LTD 
14 Cocksour Street, London, S.W.! 
Tel.: WHitehall 3366 


54 


Octower 21, 1955 


How a Swedish ad agency 


advertises its services 


AN’ advertising man in the 
United Kingdom (or any- 
where else on the face of the 
earth) who wants to see how 
to advertise his agency's adver- 
tising could hardly do better 
than to turn to a recently pub- 
lished portfolio (titled Riding 
on Top of the Wave) from the 
Gumaelius organisation. 
Measuring some 17.5 inches 
deep by 12 wide, this contains 
large size examples of the adver- 
tisements created by the agency 
It is in every way impressive. In 
the foreword the explanation of 
the title is given as follows: 


Using the experience 


“The irresistible ocean roller 
provides the symbolism of this 
year’s portfolio of advertisements 
and other promotional matter pro 
duced by Gumaelius . If you 
want your product out on top of 
the sales curve-——and keep it there 

we shall be glad to place our 
experience at your disposal 


“Lately the tendency has been 
for the advertising agency to 
take on all the = details 
of a campaign—in fact, 
collaboration between agency 
and — client often begins 
with the design of the 
product. And this development 
has proved advantageous to all 
concerned. It means that the 
sales arguments used in the ad 
vertising can be keyed closer to 
the consumer's needs and thus 
made more effective 


With your knowledge of 
the market added to our advertis 
ing experience, there is every pos 
sibility that by working together 
in mutual confidence, we shall be 
able to push your product up onto 
the wave's crest.” 


Top prize winner 
Roland Klang is 
here seen looking 
at a display of his 
successful poster in 
the Swedish “Three 
Towns Beer’ con- 
test. 


SWEDEN 


THE SWEDISH 
THREE TOWNS BEER 


This gained second prize in the 
beer poster contest 


Poster contest 


THe WINNER of this year's 
poster competition organised by 
the Swedish Beer Export Co., 
AB., was Stig Roland Klang, of 

@ Continued on page 55 
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Stockholm The 
Kr.5,000. The winner of the 
second prize of Kr.3,000 was 
Sten Wahlberg, of Malmé, while 
the winners of the third prize of 
Kr.2,000 were Rune Wikmans 
and Lars Eklund, of Stockholm 

The adjudicating committee 
consisted of Redaktér Ulf Hard 
af Segerstad, Stockholm, Konst 
nar Jens Holmsen, Stockholm, 
Konstnér Carl A. Virin, Stock 
holm, Direktor Thure Ljunggren, 
Stockholm, Direktor Arnold 
Bergqvist, Gothenburg 

Ihe first prize winner, . Stig 
Roland Klang, is 25 years old 
During his school years he 
usually received high marks for 
drawing. After having passed 
his matriculation examination he 
developed as a commercial artist 
at the studio of Anders Beckman 
in Stockholm. 

He says that because he has 
not been in the business very 
long he has no intention of going 
abroad yet Although he has 
participated in competitions be 
fore (without much success) he 
does not consider that he has so 
far developed any particular 
style : “One sits down, sketches 
and sketches and suddenly one 
vets an idea.” 

The verdict of the jury on his 
winning entry (showing a polar 
bear rising from the water and 
serving “Three Towns Beer” on 
a tray), states that a very refresh 
ing impression is given of cool 
ness; “and this is an idea one 


prize was 


A beer poster that won 
high praise in Sweden 


as tt shal uu ttt 
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This poster gained third prize in 
the “Three Towns Beer’ poster 
competition. 


likes to connect with a poster of 
this nature. The symbolism, we 
feel, is just right from the export 
point of view, and the artistic 
design of the poster is very strik 
ing The bear, with the bottle, 
is even most suitable for “Three 
Towns Beer’ when used in other 
advertising media ; folders, press 
advertising, etc.” 


Major US promotion to 
boost sewing at home 


TOTAL of eight major pro 
motion projects, five of them 
involving co-operation with other 
key industry groups, are being 
operated this autumn in the 
United States by the Wool 
Bureau. The schedule represents 
the most intensive promotion ever 
undertaken by that organisation 
The promotions involve men’s 


FOLKET 


published in Eskilstuna, 
Sweden's Sheffield, with wide 
coverage in 4 support areas 
for the Stockholm market. 


TS net confirmed circ. Istqtr."55 
26,572 weekdays 
96.3% regular subscribers 
78.1°% age group 25—59 
83.6% married couples. 


A young family-building paper 
for increased consumer sales. 


A. PRESS LTD. 14 DOVER ST. 


MAYFAIR GIS LONDON, W.! 


wool suits, men’s and women's 
sports wear, wool jersey fashions 
for women, home-sewn wool 
skirts, new autumn coats for 
women and “after-five’ wool 
dresses. All will be linked to the 
national consumer advertising 
campaign for wool, jointly spon 
sored by the Wool Bureau and 
Wool, Inc 

A travelling fashion show, to 
be seen in leading stores in key 
cities, has opened the bureau's 
major appeal to the giant US 
home sewing market. The show, 
developed with the co-operation 
of Vogue patterns, features six 
fashion-smart ensembles, each 
interpreted in contrasting types of 
wool fabrics Theme of the 
show, “Fabric makes fashion, 
spotlights wool’s versatility 

A specially prepared promotion 
package, includes floor and 
window display aids, newspaper 
and radio advertising copy and 
layouts, publicity material for 
use by the store, a complete com 
mentary, and give-aways for dis 
tribution to customers 

The programme has been 
launched with editorial coverage 
in Vogue magazine 


SWEDEN'S LARGEST 
PROVINCIAL 
Gos 4) EVENING DAILY 


Arbetet is published in Malmé every weekday evening and on Sundays 
in the morning, with distribution throughout the rich industrial 
province of Skane and the South of Sweden. 


WEEKDAYS 46,224 
sunpAYs 76,368 


Certified net 
circulation 


Average income per household over £897 


A. PRESS LTD 
INFORMATION 


FROM @ ) 
U.K. REPRESENTATIVES — — 


14, Dover St., London, W.1. 
MAYiair 6615 


FULL 
SOLE 


| Up with MT 


M.T’ s average net circulation shows a steady 
increase for the first half of this year com- 
pared with the same period last year. Here 

are the officially confirmed T.S. figures: 


Weekdays 

ge ovccccscccocccscccecs GE OOe CONOS 

DEE dccuceceusocescunebieammmaenehaiad 48,084 copies 

INCTEABE .......s00ccccccccccccccese * 1,004 coples 
| Sundays 

, wsddeudseneinel 99,176 copies 

SUEY “sisdiunedabieniel 102,642 copies 

Increase 


+ 3,466 copies 


Morgon-Tidningen 
Voice of the Swedish Government Party 


For all information: 


o 


14 Dover St., London, W.1, 


Mayfair 8615 
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THIS WAS A CARLTON PHOTOGRAPH 


or does he 
take 


NATIONAL PRESS ADVERTISEMENT 
AGENCY: London Press Exchange, Ltd 
ART DIRECTION: D.E. Jones 


ADVERTIS#&R: Crookes Laboratories, Ltd 
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THE GRAPHIC ARTS 
—a weekly news survey 


CONDUCTED ow ROGER DARCY 


New paper is introduced 
at YMP conference 


Young North of England printers were introduced for the 
first time to a new glossy paper at a conference at Lancaster 


at the week-end. 


The conference was organised by the Lanca- 


shire and Cheshire Young Master Printers’ Group. 


The speaker on paper was 
H. Hardy-Jackson, of I S 
Dixon & Co., Ltd., and he said 
that this cast-coated paper, known 
s “Kromekote,” 


was an impor- 
tant development in the paper 
ficld. It is a high finish paper of 
Casy 


printing qualities which 
duplicates the lustre of a glossy 
photograph 

The members of the conference 
were able to judge its effective- 
ness because the cover of the 
conterence programme was 
printed on “Kromekote.” 

Other developments dealt with 
by Mr. Hardy-Jackson included 
fluorescent papers, silicone 
papers, and surface sizing. Mr. 
Hardy-Jackson said that pulp 
was still short but that paper 
prices would remain steady. 


Labour problems 


Other speakers were 
Martin, of the staff of the British 
Federation of Master Printers, 
whose subject was labour prob- 


Donald 


lems, Dr. A. Roberts, of the 
University of Manchester, who 
spoke on the future role and 
responsibility of management, 


and James Moran, 
Printing News, who outlined how 
developments shown at the 
IPEX exhibition would influence 
the trend of the printing industry. 

Mr. Moran dealt specially with 
filmsetting, the Dow-etch process 
and magnesium plates, electronic 
engraving machines and aniline 
or flexographic printing. 

Donald Quin, a local 
spoke on the immediate 
tion of new letterpress 
ment to the average 
printer 

The senior cost 
the BFMP, 
considered 
relation to 


editor of 


YMP, 
applica 

equip- 

master 


accountant of 

Edmund Thaxter, 
monetary matters in 
future development 

The conference theme was 
“After Ipex—-what?”. In addi- 
tion to the lectures, there was a 
brains trust and an open forum. 
The chairman of the YMP group, 
C. G. Birchall, presided, 


Printers taken over 


Forster Groom & Co., Ltd., of 
Craven Street, Strand, W.C.2, 
military printers, publishers, 


booksellers and stationers since 
1840, has been acquired by Gale 


& Polden Ltd. Bertram J. Cox 
and Lt.Col. Howard N. Cole 
have been appointed to the 


board of directors 


This is the poster which will be 
used this year for the “Evening 
News’ Toys for a Sick Child Fund 


The organisers believe advertisers 
and agencies may wish to co 
operate, and copies of the poster 
are obtainable from the News” 


publicity department. Donations to 
the fund should be sent to 22 New- 
man Street, London 


Wt. 


Blockmakers move 


William Eadon and Co., Ltd., 
leading provincial newspaper 
blockmakers, are to transfer their 
Rotherham works to Sheffield at 
the end of the 


year 
The works, which have been 
in Rotherham about 10 years, 


will be housed 
now nearing 
Shoreham Street. 

The new buildings will also 
accommodate the works, already 
in — of the Eadon En 
graving Co., Ltd 


in new premises 
completion in 


McKnightKauffer 
poster show 


Posters for London Tran» 
port and Shell and the famous 
“Early Bird” commissioned 
by Sir Francis Meynell for the 
“Daily Herald” are included 
in the Memorial I xhibition of 
posters by the late E. 
McKnight Kauffer, which 
T. S. Eliot opened at the 
Victoria and Albert Museum. 

The Exhibition, which ts 
open until November 27, also 
includes many sketches, paint- 
ings, designs for rugs, and 
book illustrations. 

Among those responsible 
for the exhibition were Chris 
tian Barman, Jack Beddington, 
Misha Black, Sir Kenneth 
Clark, Milner Gray, Ashley 
Havinden, Sir Francis Mey- 
nell, and Sir Stephen Tallents. 
The chairman of the execu- 
tive committee responsible for 
organising the exhibition on 
behalf of the Society of Indus» 
trial Artists was K. 
Henrion, and the designer of 
the exhibition lan Bradbury. 


Inks for silk 


screen work 


Bros, Inks Ltd. have 
the introduction of 
new range of silk 
screen printing inks to be 
marketed under the trade name 
of Alka Screen Inks 

These have been designed to 
give silk screen printers the ad- 
vantages of nitro-cellulose inks 
without their disadvantages. Alka 
inks do not contain any nitro 
cellulose, can be reduced with 
ordinary white spirit and have no 
objectionable odour 

A publication about the inks, 
testing samples and technical in 
formation can be obtained from 
the firm's offices at Faston Street, 
Rosebery Avenue l ondon, 
wc. 


Coates 
announced 
an entirely 


Advertising art 
The November 
and Industry has as its 
“Art in British 
Contributors include Ashley 
Havinden, George Plante, John 
Yeoman and Bernard Denvir 


issue of Art 
theme 


Advertising.” 


500 discuss letterpress problems 


More than 300 representatives 
of 150 printing firms attended the 
conference on letterpress prob 
lems organised by the Printing, 
Packaging and Allied Trades 
Research Association held at 
Fasthourne last week 

It was generally agreed that the 
conference marked a great step 
forward for letterpress printing 

There were sessions on type 
casting machines; composing 


; blocks and dupli- 


foom practice 


cates; pre-make-ready of blocks 
and plates ; make-ready of print 
ing machines roller make 
ready on the machine ; paper and 
ink ; paper properties , inks and 


ink and paper testing 

Fach of these aspects was dealt 
with in written papers by experts 
and more time was therefore pos 
sible for discussion Views of 
the various discussion groups 
were presented by group chair- 
men 
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New Southern 
Newspapers’ 
building 


On Monday, November 21, 
the new headquarters of South 
ern Newspapers Ltd in South 
ampton -_ opened by 
Admiral the Earl Mountbatten in 
the presence of Countess Mount 
batten and the Duke of Welling- 
ton, the Lord Licutenant of 
Hampshire, and many civic, 
Service and business notabilities 
in the area covered by Southern 
Newspapers’ evening and weekly 
journals 

The new printing works and 
offices, which replace those de 
stroyed in an air raid on South 
ampton on the night of Novem 
ber /December 1, 1940, are 
situated on the west side of 
Above Bar, the principal shop 
ping thoroughfare, and comprise 
the larger part of a block 
hounded by Above Bar, Portland 
Terrace, Portland Street, and Spa 
Road 

The building is steel-framed 
with reinforced concrete floors 

The machine room houses new 
Hoe and Crabtree presses. The 
publishing room is on the north 
side of the building facing on to 
private service roads, and the 
publishing counter opens directly 
on to a covered vanway. The 
reel lorries will also be unloaded 
here and the reels delivered to 
the basement reel store direct by 
a large lift The foundry i 
equipped with autopots supplied 


by Hoe and Crabtree Ltd. and 
automatic shavers 

The architects were Ellis 
Clarke and Gallannaugh, of 


I ondon, Ww. 


Engravers are 
‘cheerful’ 


Latest issue of the Sun En 
graving Review, produced by the 
Sun Engraving Co., Lid., process 
engravers, photographers, fe 
touchers, typesetters and electro 
typers, is devoted to wine 

“Wine, women and song 
a rather gay theme, perhaps, for 
a block maker's bulletin. But as 
process engravers we believe in 
being cheerful And we also 
believe that, taken one at a time, 
the three subjects provide a 
means of illustrating a living and 
serious art in a lively and inter 
esting way,” says an editorial 

The bulletin then demonstrates 
with examples the versatility of 
the process engraver 


Larger premises 


The Design Group Ltd 
moved into new premises at 17 
19 Foley Street, W.1, to increase 
their studio accommodation and 
take up a more central position 
Leonard Quy, hitherto art buyer 
for Hedley Byrne Ltd., is joining 
the Group as studio manager 


have 
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TWO WINS AT 
MONTE CARLO 


Tue scriptwriter-visualiser team of 
Immedia, Lid., responsible for the 
two Monte Carlo rize-winnin 
films, “Shippam's Guide to Opera’ 
and “No fon on the Tips,” are 
Julian More and Richard Mac- 
donald. 

Till July, 1954, Mr. More (27) 
was a copywriter with Alfred Pem- 
berton's He also writes revue 
lyrics and books for stage musicals. 
Mr. Macdonald (35) joined Immedia 
last January. He has had wide ex- 
porenes in many fields of art, from 

oOok-illustration to portrait paint 


in 

Since Immedia was formed, on 
January 1, 1955, they have turned 
out some 150 ideas for TV and 
screen advertising. Comparatively 
new to the business, they — had 
to be fast learners. 


* * 7 


In the course of our report on 
the Young Newspapermen’s Asso- 
ciation conference, we inadvertently 
referred to John H. Maxwell (presi- 
dent-clect) as being connected with 
the Dumfries and Galloway Stan- 
dard, It should, of course, be the 
Dumfries and Galloway News. 


Mr. Maxwell is the only Scot with 
the courage to turn up at these 
conferences wearing the kilt. He 


has already persuaded the YNA to 
g0 to Scotland next year, and I 
greatly hope that it will be at 
Gleneagles that I shall next feast m 
eyes on the Maxwell tartan. Indee 

I am already polishing up my 
Gaelic for the occasion. 


Potters’ paradise 


ALTHOUGH advertising creative 
people tend more towards painting 
than towards making pottery in 
their spare time, | have no doubt 
that many of them will be interested 
in the work of the Guild of Ceramic 
Artists who operate at The Chelsea 
Pottery. 

At a studio in Radnor Walk, off 
the Kings Road, run under the 
direction of bearded David 
Rawnsley, a number of young 
artists design, model, or decorate 
their own work They are self. 
employed ; the Chelsea Pottery pro- 
vides premises, equipment and 


David Rawnsley at work. 


a gtoup of nine 
influential newspapers 
AB.C.Weekly Net Sales 


124.728 


Associated Kent Newspapers Ltd. 
LONDON: EW.PLAYER LTD., 30, FLEET ST.EC4 


material, and buys the finished pro- 
duct whenever it is up to the 
required standard. That the stan- 
dard is pretty high may be gauged 
from the fact that the Victoria and 
Albert Museum has accepted four 
bowls 

In addition to the professional 
whole-timers, there are also a 
number of amateurs who work there 
in their spare time and may sell their 
work individually or to the Pottery. 

Such is the demand for the 
Pottery’s work that there is still 
room for people with creative ideas 
in drawing and design, even if they 
have no actual experience in 
modelling. 


Monotype veteran 


AFTER more than 50 years with 
the Monotype Corporation, E. 
Sileock, director and general man- 
ager, has retired fe worked 
his way up from an apprentice in 
oe to 1908 to general manager in 
194 

The post-war decision to manu- 
facture Monotype casters and key- 
boards entirely in Britain, using a 
number of new British improve- 
ments, was carried forward under 
his responsible control. 

The first main problem was to 
supply the demand for “Monotype” 
equipment resulting from changed 
conditions due to the war. This 
necessitated building new workshops 
and equipping them for production. 


* 7 * 


AFTER many years with various 
agencies including Armstrong War- 
den, Pritchard, Wood & Partners, 
and Foote, Cone & Belding, Cynthia 
Newsome-Taylor \eft advertising in 
1952 to become a free-lance book 
illustrator. She has since then illus- 
trated more than W books. Her 
most important, Flowers in Colour, 
the text of which was written by 
A. G. L. Hellyer, the editor of 
Amateur Gardening, has now been 
published by Collingridge. 

For this Miss Newsome-Tayior 
produced in two years 24 water- 
colour paintings illustrating more 
than 300 garden planis 

For other firms she has painted 
or drawn many studies of wild 
flowers, and she was one of several 
artists employed by Collins for a 
forthcoming book on British wild 
flowers. She has also painted for 
national advertisers, including 
Morny and Spratts. 


Diplomatic VIP 


DIPLOMATIC privileges will be 
enjoyed this week-end by Geoffrey 
H. Perry, managing director of 
Perry Press Productions Ltd He 
has been selected by the Foreign 
Office to be a member of the British 


team of Western European Union, 


observers at the Saar Referendum 
poll on Sunday 

A wartime Army major, Mr. 
Perry was the man who shot and 
arrested William Joyce (“‘Lord Haw- 
Haw") in 1945. He was in charge 
of Hamburg’s newspapers until 
they were handed back to German 
control, and subsequently played a 
part in setting up the German News 
Service, of which he was assistant 
controller until his release from the 
Army in 1946 


+ wet ap 
At a _ water-skiing exhibition at 


Lytham St. Annes, seven-year-old 

lichele rides on daddy's shoulders. 

He is Edward Tresise, head of 

Tresise A Mat Organisation and 
otor Maps Ltd. 


* 7 * 


Florists’ friend 


Er would not be R. J. Richardsos 
without a flower in his buttonhole ; 
in fact, he has a daily order with 
his local florist. So it was only 
— that he should be wearing one 
when, after 35 years as a repre- 
sentative in York for the Yorkshire 
Herald Co., Lid. (publishers of the 
Yorkshire Evening Press and the 
Yorkshire Gazette and Herald), he 
returned to the office for a farewell 
presentation. 

A. J, Bradbury (general manager 
and director) presented him with a 
chiming clock and a cheque, and 
said a number of nice and very 
well-deserved things about “Dickie” 


Richardson, as also did H. A. 
Micklethwait (advertisement man- 
ager) 


A. J. Bradbury (lef//) presents a 
chiming clock and cheque to R. J. 
Ric! under the benevolent 


gaze of H. A. Micklethwait. 


CONTACT 
WEEK'S WISECRACK 


“~ 


“ Our 
says that now he has fitted 
a TV set in the back of his 
car he can’t afford a sup- 


account executive 


pressor.” 
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QUICK FACTS 
FOR BUSY EXECUTIVES 


“True Story" and “ True Romances” sales show an increase 
over last year of 


47,391 


(A.B.C. figures: January-June 1955 — 481,300 
January-June 1954 — 433,909) 


At £225 per page (9/4d. per page per 1,000), T.S. and T.R. 
are the cheapest buy among women's monthly magazine 
members of the A.B.C. 


T.S. and T.R. have a family readership — 74 per cent readers 
are married; 82 per cent married readers have children. 


_ True Story 


MAGATING 


1/3 MONTHLY 13 MONTHLY 


The CERTAIN way to the mass FAMILY market 


A. H. McISAAC . ADVERTISEMENT DIRECTOR 
ARGUS PRESS LTD . 8/10 TEMPLE AVENUE . LONDON E.C.4 . FLE 3514 
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Publications ° 


ews and Notes 


Arabic magazine 
to take ads 


Al Aalam (The World), published 
monthly by the Central Office of 
Information in the Middle East, is 
to take advertisements It is 
claimed that since the magazine was 
first issued in June 1952, net sales 
have trebled and now total nearly 
70,000 copies monthly. The maga- 
zine is type-set in Arabic by Stephen 
Austin & Sons, Ltd., and printed b 
Rembrandt Photogravure Ltd ft 
will shortly be increased in size 
from 24 to 32 pages, including nine 
pages of advertising. Page rates will 
vary from £90 in monochrome 
inside to £220 for the back cover in 
full colour The advertisement 
contractors are Middle East Ser- 
vices & Sales Lid 

+ 


* * 

The issue of Country Life pub- 
lished this week is a special Motor 
Show Number with a supplement. 
There are 90 advertisement pages, 
15 in full colour 

* * 

Thirty fruit importers, merchants 
and canners left London by air last 
Friday on the first leg of an 11 
days’ tour of Southern Italy and 
Sicily, organised by the Fruit 
Trades? Journal. The party, which 
included = Lt.-Col aurice W 
Batchelor, chairman,  Batchelors 
Peas, Litd., will discuss with ex- 
porters and Government officials 
problems arising out of Italian 
exports to Britain of a wide variety 
of fruit, nuts and vegetables 


National press and poster adver- 
tising will boost next week's John 
Bull, which will have a detachable 
supplement—-a condensation of 
Leonard Clark's book, “The March- 
ing Wind.” 


* * * 
With the November issue Teen 
& Twenty incorporates a new photo- 
raphic supplement: “Songs & 
ingers. 
* 7. * 
Photographs of a Newsweek- 


European reader, out of focus, in 
focus, and in depth, illustrate a new 
promotion folder giving highlights 
of a readership survey. It states 


that 92.1 per cent of the civilian 
readers are in the business execu- 
tive, professional, or government 
groups. 
+ ” ” 
Contributions by eminent men 
from Great Britain, USA, USSR 


Australia, France, Canada and India 
are included in a special feature 
entitled “World Prospects for Elec 
tronics” published in the current 
issue of the technical journal 
British Communications and Elec. 
tronics. Sir Edward Appleton 
leads for Britain. 
* * 

A record-size November issue of 
Parents (124 pages) will include an 
article by a young father entitled 
“I saw my son born.” A large space 
has been taken in the Daily Mirror 
to announce this issue. 

+ a” * 

A large national and provincial 

ress advertising campaign has been 

ooked for the November issue of 


é . 


THE NORTHERN WHIG 


AND BELFAST POST 


Kates and Letai/s from 


143 FLEET STREET 


LONDON EC 
PHONE: FLEET 9179 


Heap OF 


Ic 
BRIDGE S* BEL 
| PHONE: BELFAST 2 


Vogue and House & Garden have 
combined to publish a new book 
entitled Brides, the cover of which 


is seen here. The book has been 
published this month and is being 
sent as a free gift from Condé Nast 
Publications to newly engaged 
couples. 115 pages of advertising 
have been sold. 
* * * 
November issue of Boy’s Own 
Paper will include a hobby com 
petition in which readers are invited 
to submit plans for the most origi 
nal and practical design for, or idea 
on the use of, home power equip 
ment 
* * * 
True Romances’ November issue 
will include ideas and recipes for a 
Guy Fawkes party 


Rates going up 


Chatelaine, the Canadian women's 
magazine, announces a 4.5 per cent 
rates increase with effect from next 
March, “based on a _ circulation 
increase of over 6 per cent.” The 
anticipated figure is 425,000 by 
Marc 

* * * 


The Cumberland Star (formerly 
called the Workington Star) has 
changed its format from folio-size 
to broadsheet 

* * ” 


A new medical series, “The Cycle 
of Womanhood,” begins in Woman 
next week Advertising in the 
national and provincial press and 
on television supports this issue 

* * + 


Individuality in kitchen and bath- 
room planning will be the theme 
of the November issue of Ideal 
Mome. 

* . * 


A new weekly newspaper—the 
Ascot & Sunningdale Times & Vir- 
ginia Water Post—catering for the 
Berks-Surrey border area, has been 
published by the Berkshire County 
Advertiser Ltd. 

* * * 


A powder puff in a transparent 
container is attached to a Modern 
Woman wrapper recording a “puff 
of satisfaction with our new record 
sales" 240,023 for January-June 
1955 

” * * 


With the November issuc, Super- 
market Times will increase its pages 
to eight. The advertisement rate will 
be reduced, from this issue, to £50 
for a 6in. double in all five editions 
Circulation will be increased from 
60.000 to 100,000 by next month. 
and should reach 250,000 by next 
year, say the sponsors, Premicr 
Supermarkets Ltd. 


Octoper 21, 1955 


Derek Roe, of F. John Roe Ltd., 
addressed 200 senior scholars at 
Manchester Grammar School on 
advertising. He — them to be 
an aggressive responsive 
audience.” 

* * * 

The Scottish Building Centre, 
Sauchiehall Street, Glasgow, is 
running a series of weekly Wednes- 
day film shows, covering topics of 
building and domestic interest within 
the sphere of the Centre. 


* * . 
The Esso Petroleum Company 
Staged a special film show for 


industrialists in the 
when “Highways for To-morrow” 
was shown. This film focuses atten- 
uion on the handicap of an out-of- 
date road system. 


Glasgow area 


New format 


The Bond Minicar newsheet 
iS appearing in a new format 

as a 48-page printed magazine, 
accepting advertisements, The jour- 
nal, now called the Bond Minicar 
News, is for owners of a Minicar. 
It is designed and published by the 
Blackburn Herald. 

* * 7. 

Two municipalities, Hertford and 
Lichfield, have stated that football 
pool advertising is not desirable on 
litter bins in their towns. 

7 * * 

F. H. Radford Ltd. have 
over the public relations account 
of the Professional Hairdressing 
Development Group. 

+ * * 

The Association of Municipal 
Corporations has been asked by 
Birmingham Corporation to take all 
possible steps to ensure that adver 


taken 


using from aircraft by means of 
loudspeakers is prohibited. 
7 7 * 


Conville Ltd. have been appointed 
to handle press and public relations 
for Baldwin & Walker of Halifax, 
who manufacture knitting wools 
under the brand names of Lady- 
ship and Babyship. 


£5,337 campaign 


Harrogate corporation will em- 
bark upon a £5,337 advertising 
scheme for the resort in 1956. It 
will include £2,500 on press adver- 
using, £1,400 on a handbook, and 
smaller sums on other folders and 
similar publicity. 

* * oe 

Advertisement managers of the 
new bi-monthly journal of the West- 
minster Chamber of Commerce, 
Westminster Review, are the Hatton 
Press Ltd. 


* * * 
Harry Downing (Forum § Art 
Service Ltd.), designer Maurice 


Rickards, and Leslie Cole, Chelsea 
artist, judged the entries in the recent 
Gibbs Dentifrice children’s painting 
competition, 

. 7 * 

John Webb Press Services are 
handling press publicity for Lex 
Garages who are giving a Triumph 
TR2 sports car as first prize in the 
“Miss World” Competition, 

* * * 

Aberdeen Chamber of Commerce 
has launched its own journal, a 
quarterly dealing with the city's 
industrial and commercial activities. 
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See ‘* Advertiser's Weekly” October 14th 
issue, page 42 Trade and Technical 


Press Annual Survey. : 
Nearly 5,000 insertions a year placed in i deep are the roots eee 


trade and technical press by the General 
Electric Co. Lid. Of these nearly 2,000 
are designed and placed by Kingscott Ltd. 


one of 
2,000 


EGC. 


advertisements 
for which 


we are 


Forty years’ experience in moulded plastics, 
That's the G.E.C, record in a still young 


res ponsible and expanding industry. Planning and producing 


insulating components and moulded parts for 

: : a wide range of industrial and domestic 

ever ear products, the G.E.C. can place at your disposal 
y y mass production facilities backed by the 

intensive study of plastics, from the research 

laboratory right through to the finished article 


This refrigerator tray in Polystyrene material 
is a typical example of the large variety of 
mouldings made by the GE 


; i. 
moulded plastics for industry 


THE GENERAL ELECTRIC COMPANY LTD., MAGNET HOUSE, KINGSWAY, LONDON, W.C.2 


The 50 clients for whom we act cover a 
pretty wide field, but there are quite 
a few industries where Kingscott planned 
advertising is not yet at work. 

If you are engaged in one of these 
industries we can do a good advertising 
job for you too—perhaps a lot betterthan 
you have ever considered possible in 
your particular field. 


Why not make an early appointment to 
meet our Managing Director ? 


Incorporated Practitioners in Advertising 


KINGSCOTT LTD KINGSCOTT HOUSE 62 FLEET STREET LONDON EC4 Fleet Street 6316 
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National launch 


for new mix 


On November 1, Alfred Bird & 
Sons Lid. are to launch Bird's Snow 
Cake Mix, a completely new mix, 
with heavy national advertising. 

A full page in the Daily Mirror, 
a half-page in the Daily Express, 
154 in. by 6 col. insertion in the 
Daily Mall, 13 in. by 5 col. inser- 
tions in the Daily Herald and News 
Chronicle, and large spaces in 
Daily Sketch are on the schedule. 
This will be followed by further 
large spaces in the nationals, and 
colour advertising in women's 
magazines at a later date. 

Double-page spreads were taken 
this week in the grocery trade press 
to tell retailers about the drive. 
Agents: Young & Rubicam Ltd. 


Heavy backing for 


baby shampoo 
A new product--Baby Shampoo 


that will not sting the eyes——has been 
introduced by Johnson & Johnson 
(Gt. Britain) Ltd. Advertising 


breaks nationally at the beginning 
of November, with half-pages in the 
Daily Mirror, Woman's Sunday 
Mirror, Daily Sketch, followed by 
half-pages during January’ in 
national women's magazines. In 
addition, a double-page spread will 
appear to-morrow (Saturday) in the 
Chemist & Druggist. 
The product 


was launched 


nationally in the United States in 
successful 
In this country selling 
nm in September. 
Rubicam Ltd. 


March 1954 following 
market tests, 
to the trade be 
Agents: Young 


62 


Current Advertising 


Heavy pre-Christmas boost for 
Ronson lighters and shavers 


Once again Ronson Products Lid 
are to back their range of products 
with heavy pre-Christmas advertis 


ing During the pre-Christmas 
period 96,000,000 Ronson advertise- 
ments will be used to entice gift 
buyers to dealers’ windows, where a 
new series of displays will be on 
show 

In the Ronson lighter advertise- 
ments, Eunice Gayson, the Rank 
Organisation star, will explain 
“how to give the just-what-I-wanted 
present every time.” Her guide to 
successful Christmas shopping will 
cover the full Ronson range, includ- 
ing the Viking, the Ronson Flo- 
lines and the Purafilt cigarette 
holder 

Sales of Ronson electric shavers 
will also be boosted by a nation- 
wide advertising campaign in lead- 
ing national and provincial news 

pers, magazines and television 

is advertising will be supported 
by special Christmas displays which 


Bus side drive 


This autumn the Army & Navy 
Stores are using London Transport 
bus sides to reinforce their press 
advertising, which introduces cus 
tomers to the character of each 
department over the slogan “Every- 
thing for Everyone.” Agents : 
Stuart Advertising Agency Ltd. 


1§ 
Hanover Square 


helps Manufacturing Plants to grow 


TOWNEND-SMITH & HARDY 


LIMITED 


Incorporated Practitioners in Advertisin 
MAYFAIR 4847-9 


= — 


————_ 


will be mailed to shaver dealers with 
additional window cards announc- 


ing the facilities offered for free 
demonstration and a 14-day home 
trial 


In support of their own advertis- 
ing, Ronson are making available 
free blocks for dealers to use in 
local newspapers Agents are 
Mather & Crowther Ltd. 


Large spaces to 


launch Citroze 


O. R. Groves Lid., a subsidiary of 
J. Lyons & Co., Ltd., are to intro- 
duce Citroze, a new triple-strength 
glucose drink made with lemons 

Half-pages in the Daily Express 
and Daily Mirror, 13 in. by § col. 
spaces in the Daily Mail and Daily 
Herald, are on the launching 
schedule as well as the trade press 
and point-of-sale material 

Lyons say that the slogan for the 
initial campaign will be “Goodness, 
how they love it.” 

The campaign has been prepared 
by Colman, Prentis & Varley Ltd., 
but the account is to be transferred 
to John Hobson & Partners Ltd. 


Ocyoser 21, 1955 


Half-pages for new 
Kellogg’s cereal 


Half-pages in London evening 
papers are to be used as part of a 


campaign to iptroduce a new 
Kellogg's cereal food—Kellogg’'s 
Sugar Ricicles—into Southern 
England 


The product was first test mar- 
keted in Scotland earlier this year. 
During September the introductory 
area was extended to take in the 
Midlands and the North of England, 
where heavy press and cinema 
advertising was carried out. 

The J. Walter Thompson Co., 
Ltd., who are agents, state: “The 
product is to be introduced into the 
rest of the country, where it is 
planned to advertise it on the same 
scale.” 

A heavy national newspaper 
advertising campaign is expected to 
start early next year. 


Sheaffer drive 


“Give the finest pen in the world” 
is what Sheaffer pen Christmas 
advertisements will proclaim in large 
space national daily and Sunday 
newspaper advertising which is 
scheduled to start this month. 

The media list also includes 
Vogue, Punch, Economist, Picture 
Post, lilustrated and Reader's Digest. 
Trade press advertising to dealers 
is also being used. Agents: S. T. 
Garland Advertising Service Ltd. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


H. G. SANDERS & SON LTD. 
tube and general packaging; 
APEX CONSTRUCTION LTD. 
accounts for Crossley Advertising 

CHEMICO household cleaner and 
LUXIGRO tablet fertiliser, over- 
seas = advertisin accounts for 
Gordon & Gotch Advertising Lid 
Both products are manufactured 
by the County Chemical Co., 
Ltd., Birmingham 

JONMO LTD., tailors and furriers 
of Reading, for Frederick Ald- 
ie Lid 

L. ROSE & CO., LTD., lime juice 
cordials, fruit squashes and mar- 
malades, for the J. Walter Thomp- 
son Co., Ltd., from January 1. 


Campaigns 


IRISH LINEN GUILD, using Daily 
Express, Daily Mail, Daily Tele- 
graph, Radio Times, women's 
magazines and trade press for 
= hristmas campaign. (London 
Press Exchange Ltd.) 

ARMY AND NAVY STORES, 
using bus sides in addition to 
press advertising. (Stuart Adver- 
tising Agency Ltd.) 

RONSON PRODUCTS LTD.,, using 
national and provincial news 
papers, magazines and television 
(Mather & Crowther Ltd.) 

KELLOGG'S SUGAR RICICLES, 
using half-pages in provincial 
press, and half-pages in London 


evenings in the near future. (The 
J. Walter Thompson Co., Ltd.) 
HALEX HAIRBRUSHES, using 


Woman, Woman's Own, Women's 
Illustrated, Illustrated, John Bull, 


Picturegoer, Picture Post and 
trade press for pre-Christmas 
campaign. (F. C. Pritchard, Wood 


& Partners Ltd.) 

W. A. SHEAFFER PEN CO. 
(ENGLAND) LTD.,, using large 
spaces in national dailies and 
Sundays, magazines and the trade 


press for pre-Christmas campaign. 
(S. T. Garland Advertising Ser- 


vice Ltd.) 

ALFRED BIRD & SONS LTD. 
using large spaces in Daily 
Express, Daily Mail, Daily 
Herald, News Chronicle, Daily 


Sketch, women’s magazines and 
trade press. (Young & Rubicam 


Ltd.) 

JOHNSON & JOHNSON (GT. 
BRITAIN) LTD., using half-pages 
in Daily Mirror, Woman's Sunday 
Mirror, Daily Sketch, women's 
magazines and large spaces in the 
trade press to introduce a_ new 
baby shampoo. (Young & Rubi- 
cam Ltd.) 

POLYCELL PRODUCTS LTD. 
using Scottish press for autumn 


campaign, national dailies and 
Sundays, magazines and trade 
press for campaign next year 


(Alfred Pemberton Ltd.) ' 

ASSOCIATED BULB GROWERS 
OF HOLLAND, using general 
interest and women's magazines, 
and gardening press for Dutch 
Bulbs. (Dolan Davis Whitcombe 
& Stewart.) . 

THE SCHOLL MANUFAC. 
TURING CO., LTD. using 
national and provincial papers, 
London evenings and trade press 
for Scholl surgical hosiery 
(Spottiswood Advertising Ltd.) 

MALLINSON & SON (MFG.) 
LTD., using full pages and half 
ages in home interest magazines, 
S ¢ spaces in provincial papers 
and trade press. (Clifford Martin 
Ltd.) 

GUINNESS SUPERLATIVES 
LTD., using national dailies and 
Sundays, London evenings and 
weekly papers. (Cavendish Pub- 
licity Service Ltd.) 

oO. R. GROVES LTD., using large 
spaces in the national and trade 
press to launch Citroze, a new 
drink. (Colman, Prentis & Varley 
Lid., account being transferred to 
John Hobson & Partners Lid.) 
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Right in the Picture 


A'liteenge bey takes tie belby cileedynnt 
photography, you'll have to dig him out of the dar , 
even for meals. Photography is, in feet, a 
interest among B.0.P. readers, In analysing the res. 
of a recent photo competition, we found that over 

of the competitors developed and printed their | 
fileas. These youngsters are keen, That's why BW.) 
is right in the picture for photographic equipment, an: 
why a lecturer in photography from Manchester!) 
ley serves, very sctively, on the gum of ap)... 
freely give advice in the B.O.P. Reader 


FER 
vertisement Manager: George Phipps 


LUTTERWORTH PERIODICALS 
4 Bouverie Street, London, E.C.4. Tel.: FLEet St. 1732-3 
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AL AYAM 


Khartoum 


New Net [Sale Cer- 
tificate will be issued 
shortly. 

We are assured by the 
publisher that this 
will show an increase, 
now exceeding 6,000 
copies per issue, 


Sole Agents : 
GEORGE YOUNG 
Overseas Publicity & 
Service Agency Ltd., 
29, Oxford Street, W.1. 
GERrard 0737 

™ 


) ‘i 


use the journal read by over 30,000 
nurses & first-aiders 


‘*PIRST AID & 
NURSING ”’ 


reaches the first aid and nursing 
personnel ane organisers of the 


BRITISH RED CROSS SOCIETY 
ST. JOHN AMBULANCE BRIGADE 
ep ey fy RAILWAYS 

LA 


FIRE SERVICE DEPARTMENT 
POLICE, INDUSTRIAL CLINICS 
arc. #rc, arc. 


The Advertisement Manager will be 

pleased to send you « imen copy and 

advertisement rates. Phone MO Narch 
. o 


write to 32, Finsbury Square, | 
Lendon, €.C.2. | 


\ can you reach 
your 


telephone? 


a 


for HIGH CLASS 
SILK SCREEN PRINTING 


E..J. GRANGER Led. 


87 BELMONT PARK RD. LEYTON E10 


4 


MORE NEWS ABOUT PEOPLE 


After presenting G. P. Jackson (centre), chairman of G. Street & Co., Lid., 


with a plaque for the best commercial T+ 


spot shown at the International 


Advertising Film Festival at Monte Carlo, Ernest Pearl (right), president 
of International Screen Services, organisers of the Festival, shakes hands 
with T. A. H. Sycamore, managing director of Oxo Lid., for whom these 


spots, featuring 
Brebner announces 
staff changes 


Changes in the organisation of 
the commercial advertising service 


of the British Transport Com 
mission have been announced by 
J. H. Brebner, public relations 


adviser of the Commission 
R. F. Dyer has been appointed 
development officer, and will begin 
lenonediabete a review of advertising 
sites on the Commission's road and 
rail properties throughout the coun 
try. Mr. Dyer was appointed head 

of the sales section in 1950 
. - Cretin is to be sales 
assistant (billposting) in charge of 
the letting of sites to the industry 
These duties formed part of the 
responsibilities of H. J. G. Francis, 


b MOWCARDs 4 
E 


o”. 50ST Rs” a~ 
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SILK SCREEN ARTS L® 


97 SHIRLEY ROAD. CROYDON 
AOOtsCOmBe B14?7-8 


wiGets! GRADE 
CLEAN Share 
wert eae 


PELOY SEMWICE 
\ CRPRESS Z 
pPliviwyr 


Slick 
operators! 


Your advertising film on 16 m.m. 
must be expertly projected on 
the most modern equipment to 
get the best results. 


For the finest mobile projection service 
ring 


CONTEMPORARY 
FILMS LTD 


59 Frith Street, W.! 
Phone: Gerrard 9392-3 


Sooty,” 


were made. 


who recently retired. These open 
ments come under Jack L. Perren, 


deputy commercial advertising 
officer, who also assumes direct con- 
trol of the service's sales repre- 
sentatives and provincial sales 
managers 
* * 7 
Richard Robinow, who contri- 


buted an article to our South Africa 

Supplement on September 9, is a 

publicity and public relations con- 

sultant in Durban He resigned 

from the Board of Intam South 

Africa (Pty.) Ltd. earlier in the year. 
* * * 


G. Spencer, general advertisement 
manager, The Scotsman Publications 


Ltd., has been appointed adver- 
tisement director. J. Nairn, assis- 
tant advertisement manager, 


becomes advertisement manager of 
the Evening Dispatch. WwW. H. 
Porter, hitherto advertisement man- 
ager of the Daily Record, Glasgow 


has been appointed advertisement 
manager of the Weekly Scotsman 
* 7 7 


P. King, general manager of 
Eucryl Ltd., has been elected to the 
board of directors of the company. 
He will continue to act as adver- 
tising manager. 


* * * 


Former fashion model Jenny 
Whisker has joined the advertising 
department of the Kemp's group 


7 . * 


L. R. Parkes has relinquished his 
position as publicity manager with 
Horseley Bridge & Thomas Piggott 
Lid. to join the publicity staff of 
APV Ltd. N. J. Grigg has been 
appointed his successor 


* * * 


S. S. Bagshaw has retired from 
the staff of the publicity department 
of the British Thomson-Houston 
Co. after 36 years with the firm. He 
came from Sheffield in 1919 as a 
commercial artist and = super 
intended the art section for many 
years. During the war he became 
chief assistant in the press advertis- 
ing seciion. 


* * * 


Edward Ward, advertising mana- 
ger of Swift of Coventry Ltd. from 
1920 until 1931, and since then on 
the advertisement staff of the Coven- 
try Evening Telegraph, has resigned 
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OBITUARY 


Charles Davey 


Charles Stephen Davey, managing 
director of James Davey Sites Ltd 
died suddenly from a heart cond 
tion last Friday, at the age of 47 

He had complained of feeling 
unwell while at work, and was being 
driven home by his co-director 
D. R. Ward, when he collapsed and 
died before he could be taken to 
hospital. 

Mr. Davey was the son of Georg 
Davey, founder of the firm, which 
he joined as a boy. He became joint 
managing director with the lak 
A. Stanley Brown, and managing 
director when Mr. Brown died about 
Six weeks ago 

Mr. Davey was also a director of 
the firm's associate companies 
Charman, Davey, Callie & Co., who 
operate on the south and 
James Davey Publicity Lid., and 
was active in the London Poster 
Advertising Association. A keen 
golfer, he was a member of the 
Newspaper and Advertisers Golfing 
Society, and of Walton Heath Golf 
Club. 


He leaves a widow and two sons 


W. H. Cooper 


W. H. Cooper, who 
December 1953 from the London 
advertisement managership of the 
Bristol Evening Post, a post he held 
since the paper's inception, died last 
week. He was only a day or two 
short of 70. 

At the time of his retirement, Mr. 
Cooper had completed 54 years in 
Fleet Street on behalf of Bristol 
newspapers. 

He joined the London advertix 
ment staff of the Bristol Times and 


coast, 


retired in 


Mirror as an office boy in 1899. 
When those papers closed down, 
Mr. Cooper's experience was in- 


valuable in securing the goodwill of 
advertisers for the Bristol Evening 
Post. 


In 1950 Mr. Cooper was president 
of the Press Advertisement Mana- 
gers’ Association. In 1953 he was 
made an honorary member of the 
association 


He leaves a widow and two sons, 


. 
G. H. Igglesden 
The death occurred last week, at 
the age of 67, of George Henry 
Igglesden, a director of the Kentish 
Express. He fell from a train while 
returning to Ashford from London 


Mr. Iggiesden was the second son 
of the late Sir Charles Igglesden, 
the former editor, and the brother 
of Hubert Igglesden, the present 
editor and chairman of directors. 
He was unmarried. 


L. J. Mooney 


Leo J. Mooney, for many years 
a member of the advertisement staff 
of the Irish Independent, has died. 
He was a son of a former director 
of that newspaper, and a keen mem- 
ber of the Clonliffe Harriers and of 
Dublin Rowing Club. He is sur- 
vived by his wife, a daughter and 
a son. 


J. Harrington 
J. Harrington, advertising repre- 


sentative of the Halifax Courier and 
Guardian for 15 years, has died. He 


was 66. He had retired in July for 
health reasons. ves a 
and a son. 


ee | PF 
—— 4 ee Pe 
mcmama 7 ns : et (a 
nee y , , 
a ] _ _ a . 7 
a fq] -_ % | " Bp ; = 
Lil Yah & = 
“,- x — ff ~.¢ a s 4 
&, A a a i re.” re t ; 
ee ate oe : fe £ 
4 Come | | mag ‘ , a 2 tie me 
RCE Li oe | a ie i > Bos Sin «6a ; 
. ane a ae : ie ) es . 
Riu. \ ‘ | > a e t 
a eee es oe a tp SR oii 4) 
7. 6° Re 
—=—iisara at | 
fe cr a Mee "a ae wee & 
Lt pista Mier! eM a? a es 
s " Ne oe erica * oe . ‘ 
a aA 
| SS Bes 
eC“ Cis 
| Pp oe 
| a3 
' po a Py 
| pe 
os 
ae | 
Sg 
S| Se f 
| et | 
PE ee 
| a 
. es 
| 
— a a : 
/ CC 
= 
i 
. ee 
es PC 
a | 
: a 
“A —_—_—___--___————_——— we 
‘ cd, 
s pete 
" ie . { re E, > . - . re. a i Cie ? “es mn et * , @ A ae =. : * 
a Pca ee we ate: ee Le Meer. “oe a RR ee ce 
ee ee CGE Po ee = ain a RS — 


Octoper 21, 1955 ‘ ADVERTISER'S WEEKLY 


l AMBE & ROBINSON LTD 
4 


Advertising Agents 


can greatly accelerate their present rate ' 
expansion if they can find one or two VERY 
SENIOR EXECUTIVES to help carry the 
load 


The right men can be sure of wmmediat 
advancement with attractive prospects. Only 
men capable of taking complete charge of large 
national advertising accounts can be con 
sidered 


Experience in the marketing and advertising 
of repeat purchase consumer goods is essential 
Agency experience is less important: a man at 
present employed as Advertising or Marketing 
Manager might very well fill the bill 


Any applicant may rest assured that he will 
be offered terms which represent his full 
market value, with adequate provision for his 
future--and a share of profits 


No applicant will be rejected because he is 
too big "’ (or too highly salaried) for the jot 
Please write, outlining career to date, to 
Managing Director, 
Lambe & Robinson Lid., 169 Regent Street 
London, W.! 
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CLASSIFIED ADVERTISEMENTS 


Continued from page Iii of cover 


FREE LANCE SERVICES 


Top-Flight 
Creative Typographer 


(over 15 years’ versatile experience) 


Technical press 


photography 


exhibition 


An exhibition of photography 
for the technical press, illustrating 
the work of the photographic de- 
partment of Temple Press Ltd., 
was opened on Monday by 
Roland Dangerfield, managing 
director of Temple Press, at Ilford 
Gallery, High Holborn, where it 
will remain until about Christmas 


Press: Accurate mark-ups, intelli- 
gently and individually designed 
adaptations, roughs 


Print: (all forms) designing, 
presentation roughs, printer's lay- 


Screen Audiences Lid., the production company within J. Arthur Rank 


The exhibition includes many a Services Lid., have now completed a special Christmas oa of outs. 
fine examples of photographs of “Tips” for 1955, It features carol singers from Dr. Barnardo's Homes 
industrial ” laa Long personnel, (above). Advertisers who have taken space in the edition are the Cheese FAST AND RELIABLE SERVICE 


Bureau, Sharp's Toffees and Wills Whiffs. Their spaces are linked by 


racing cars, and aeroplanes, as 
well as some fine “exploded” 
drawings of machinery. 

Mr. Dangerfield gave some in- 
teresting and amusing examples 
of the risks taken by his photo 
graphic staff in getting their 
pictures 

He was introduced by Mitchell 
INingworth, managing director of 
Ilford Ltd., and thanked by James 
Mitchell, a director, who paid a 
tribute to the high quality of 
Temple Press art work. 


@ Continued from page 10 


THE ROLE OF 
RESEARCH FOR 
COTTON TRADE 


duct, changes in packaging, in 
distributive methods, in the selec 
tion of advertising media, in the 
types of advertising appeal used ? 

9. How many potential cus- 
tomers see his advertising and 
display material and what impact 
does it have on them ? 

10. What groups of commodi 
ties most directly compete with 
the market in which the producer 
is concerned and what circum 
stances determine the shifts of 
marginal purchasing power from 
one group of commodities to 
another, e.g. how is the demand 
for domestic equipment affected 
by changes in the market for 
summer holidays? How is it 
affected by changes in the distri 
bution of incomes ? 

11. How can consumers, as a 
whole, be induced to change the 
pattern of their consumption so 
that a larger proportion of their 
incomes is spent on his sort of 
goods ? 

“Informants should not be 
asked to grapple with the mys- 
teries of arithmetic,” Mr. Abrams 
emphasised. “If they buy five 
razor blades once a fortnight, 
they should not be asked to state 
their annual consumption of 
razor blades, 

“Whenever research is dealing 
with comparatively trivial pur- 
chases, the minimum _ strain 
should be put upon the inform 
ant’s memory. Wherever pos- 
sible recall should be limited to 
the few days immediately before 
the interview,” 


carols, instead of by the usual household tips sent in by members of the 
audience. The commeére is Jeanne Heal and guest artistes are Derek Farr 
and Muriel Paviow 


Colour film to boost 
Handling Exhibition 


Iwo hundred representatives 
of the trade and technical press 
attended the showing of “Mech- 
anical Handling on Show,” a 
documentary film in colour 
with sound commentary forming 
a survey of modern handling 
methods and appliances as 
demonstrated at recent Mech- 
anical Handling Exhibitions. 

The showing was given by 
Mechanical Handling, an Asso 
ciated Iliffe journal, organisers of 
the exhibition which will next be 


held at Earls Court, May 9-19 

The film, which runs for 30 
minutes, is intended for showing 
to potential overseas buyers, pro- 
fessional and technical organisa- 
tions, trade associations, engincer- 
ing training colleges, Chambers 
of Commerce and manufacturers 

Claude E, Wallis, chairman 
and managing director, Asso- 
ciated Iliffe Press, said the film is 
available free on loan from 
Mechanical Handling and also 
from the COI Film Library and 
GB Equipment. 


‘As Long As They’re Happy’: Fleet 
Street Players success for NABS 


Vernon Sylvaine’s three - act 
farce, “As Long as They're 
Happy” brought highly-apprecia 
tive audiences to the Fortune 
Theatre on Monday and Tuesday 
when the Fleet Street Players 
revived this stage success in aid 
of NABS, of which they are 
consistent benefactors. 

At the conclusion of the per 
formance the Players, the pro 
ducer (Douglas Young), all those 
who had assisted behind the 
scenes, and the programme 
sellers were warmly thanked by 
W. A. Messenger, vice-chairman 
of NABS 

An ADVERTISER'S 
critic writes : 

The words “As Long as 
They're Happy” applied even 
more fitly to Monday's audience 
than to the play, which was 
enormously to their taste 

The performances reached a 
commendable level. Perhaps the 
greatest Opportunities were en 
joyed by that stalwart Frederick 
Griffin (founder and director of 
the Players), as the conventional 
outraged head of the house ; 
Ethel Catchpole, as the flighty 
wife and indulgent § mother ; 
Alison Rowe, as the wilful, infatu 
ated daughter; Len Costa who 
revelled in the part of the foreign 
psychiatrist, a role almost im 


WEEKLY 


possible to overplay; and Paul 
Imbusch, who revealed a genuine 
talent for burlesque as_ the 
crooner who ultimately confesses 
that he got his tears with the aid 
of an onion ! 

More than adequate perform 
ances in the other roles were given 
by Madge Costa as the perpetu 
ally swooning maid; Francis 
Donovan, as the existentialist, 
and Barbara Freeman, as_ his 
stormy, resentful wife; Derek 
Thurley as the typical stage 
journalist; Joyce Hoare, = as 
daddy's alleged fille de joie . and, 
for a few moments, Kay Pilgrim 
and David Robinson, as the last 
minute arrivals from America 

There was also a real live dog 
convincing as a real live dog 

Among behind - the - scenes 
workers for the Players were John 
Blagrove, stage manager, Greta 
Jansen, assistant stage manager ; 
Jeane Griflin, wardrobe mistress ; 
Catherine Kerins, assistant ward 
robe mistress ; Edna Jones, box 
office manager; Carl Bedford, 
house manager; and Dorothy 
Powley, assistant house manager 
Valuable support was also given 
by voluntary programme sellers 
and other helpers, and by the 
manufacturing, publishing, adver- 
tising, and other firms that took 
space in the printed programme 


Box 2183 
Advertiser's Weekly 180 Fleet St EC4 


PRACTICALLY PAINLESS RATES for 
freelance copy Speedy service In- 
adequate briefs accepted philosophi- 
cany 


i 
Box 2160 Ad. Weekly 180 Fleet St EC4 


OFFICE FACILITIES AVAILABLE for 
a first-class Layout Man with Typo 
graphical abilities wishing to work on 
a freelance basis Must be prepared 
to give @ guaranteed proportion of his 
time in return for services and accom 
modation afforded 
Box 2147 Ad. Weekly 180 Fleet St BC4 


GREETING CARD 
ARTISTS AND DESIGNERS 


Greeting card manufacturers 
wish to contact artists able 
to design attractive cards— 
Christmas, Birthday and 
Special Occasion—suitable for 
general market. Novelty of 
design and/or fold of card 
particularly interesting. Roughs 
or artwork should be sent for 
consideration to 
A. MASON & CO. LTD. 
207 ST. JAMES'S ROAD 
CROYDON . SURREY 


FREE LANCE ARTIST, 20 years’ 
experience in Exhibition and Display 
Designing or general work Tel 
CUN. 0918 


LETTERPRESS REPRESENTATIVES, 
Free Lance, invited to increase their 
commission by introducing small off- 
set litho business Apply Lithoprint 
Lid., 356a Kennington Road, S E.11 
REL, 6828 


ACCOMMODATION 


ONE ROOM REQUIRED, suitable for 2 
or 3 artists Charing Cross area 
Box 2203 Ad. Weekly 180 Fleet St EC4 


SPACE AVAILABLE for Freelance 
Lettering Artist Well appointed 
studio, W.C.1 Phone, light inclu 


sive, 30s. per week Work available 
Box 2141 Ad. Weekly 180 Pleet St BC4 


SPECIAL ANNOUNCEMENTS 


See October 14 issue of 
ADVERTISER'S WEEKLY, pages 
52, 53, 54, for the Monthly 
Register of Trade and Special- 
ist Publications Section. 

November 11 will be the next 
issue containing this Register. 
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Ocroper 21, 1955 


GENERAL 
ARTIST 


A rapidly expanding adver- 
tising agency would like to hear 
from general artists who are 
attracted by the prospect of 
working on important National 
accounts. Generous salary. 
Profit sharing and pension 
schemes make the job un- 
usually attractive financially. 
Write for interview to the 
Art Director, 
ARTHUR S. DIXON LTD., 
229, High Holborn, W.C.1. 


RATES : APPOINTMENTS VACANT, 
APPOINTMENTS bad ange 


camitcations, te per line, 460. per Geplay panel ck. Mininam. inc aon Se: || BIRMINGHAM 
advertmemeats an seven insertions MU on PREPAID. Address © Advertiser's 


Weekly,’ 180 Fleet Street, Londos, E.C.4. CHAscery 8844 (Ex. 25), 


APPOINTMENTS VACANT tising agency that prides itself 


Situations Vacant : * The engagement of 


be made through « Local Office of the Ministry of Labour or « Scheduled Employment requires a really first-class, all- 

the applicant is 2 man aged 18-64 inclusive or 2 woman aged 18-59 inclusive 

or she, or the employment, & excepted from the provisions of the 
Vacancies Order 


Yat -7-G -§ A All other 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


Se. 64. per time, 405. per dispiny panel inch. 


A steadily expanding adver- 


| | upon the standard of its work 
persons answering these advertisements must 


round finished artist. A_ per- 
1982." manent, progressive appoint- 


CIRCULATION MANAGER required 
for new weekly publication of national 
interest and importance. The position 
will be offered only to a person having 
the highest qualifications and long ex 
perience necessary to accomplish the 
results expected Please write fully 
to N. N. Pampel & Co, Kingsgate 
House 115 High Holborn, WC.1 

COPYWRITER. Applications are in 
vited for the position of copywriter 
in the advertising department of lead 
ing photographic firm near London 
Experience w not essential but 
evidence of writing ability must be 
ent with application Age not above 
1) Non-contributory pension scheme 


pp 
Box 2170 Ad. Weekly 180 Fleet St BC4 


Interesting opportunity 
for ambitious 


TYPOGRAPHER 


Crane Publicity require another 
Typographer, capable of pro- 
ducing quick, accurate type 
mark-ups and adaptations. 
Pleasant working conditions. 
Five-day week, Write or ‘phone 


CRANE PUBLICITY LTD. 


ADAM HOUSE, 
1, FITZROY SQUARE, W.1. 


ment in congenial surroundings 
for one capable of producing 
BENTALLS work of the highest standard 
| | in black and white or colour 

PUBLICITY pr doy 


Top salary for the right man 
DEPARTMENT Write or Telephone 
requires a young man (aged 
about 22) with previous exapenence Managing Director, 
of production work press and Beardmore Advertising Ltd., 
printed matter. Crood salary 125 Soho Hill, Birmingham 19 
S$ » . 


Apply Tel.: Northern 3431, 
Personnel Controller, 


Bentalls of Kingston-on- Thames, 


ag ERTISING DEPARTMENT ASSIS. 


ASSISTANT 
PUBLICITY 
MANAGER 


is required for an 
AIRCRAFT FIRM 
in the 

WEST COUNTRY 
Excellent prospects, 
starting salary £750 
per annum. 


Write giving full 
particulars : 


Crane Publicity Ltd., 


Adam House, 


|, Fitzroy Square, W.| 


Surrey TANT i(male), aged 24-26, for North 
EUSton 8061. : London preferably with some 
experience, well educated, and able to 
COAL UTHASATION COUNCIL re AMBITIOUS YOUNG MAN required produce copy in good English. — Pes 
quires Display Officer for the North to be trained as a Printer’s Representa manent, pensionable position Appl 
England, based on Leeds. Only men tive An excellent opportunity for cations Gn confidence) to give full 
with creative ability display ex- someone interested in mmercial art details of education and experience, if 
perience and able to prepare specifi- enthusiastic about selling and a good married oF single, and salary required 
cations and detailed working drawings mixer Adequate salary during train Box 2102 Ad. Weekly 180 Fleet St BC4 
for contractors will be considered. Car ing Write ALL.-ROUND ARTIST wanted in studio 
upplied, must be experienced drivers Box 2048 Ad. Weekly 180 Fieet St BC4 of Publehers and Printers’ Work will 
Commencing salary £650, permanent INVOICE CLERK, with experience in be mainly on magazines Must be 
and pensionable post Write full de making up charges to clicnts, required good at layout and slick letterer 
tails to the Publicity Officer, Coal for rapidly expanding Advertising Pleasant tudio Five-day week 
Utilisation Council, 3 Upper Belgrave Agency Knowledge of blockmaking Pension scheme Please write, giving 
Street, London, SW 


LONDON Letterpress Colour and 


General Printer requires Representa 
1 


tive with @ connection Every help 


given to build up a good turnover 


Modern plant and good service. Only 
one other representative on staff. Write 


in full confidence to 


Box 2049 Ad. Weekly 180 Fleet St BC4 


typesetting, printing essentia Pacel full f ulars, salary required, etc , to 
lent prospects Write | Studio anager, The Argus Press Lid 
Box 2171 Ad. Weekly 140 Fieet St PCA 4-10 Temple Avenue, London, PC 4 


GOVERNMENT 
OF UGANDA 


A vacancy exists for a male inform- 
ation Officer (Natural Resources), 
Department of Information, 
Uganda. Age limit 35 years. 
Qualifications: Experience in 
reporting and sub-editing for an 
agriculcural journal or for a news- 
paper produced in a farming area 
Preference will be given to a 
candidate with a basic training in 
agriculture. 

Duties: To edit a monthly 
magazine: to produce pamphiets 
for African peasant farmers and 
radio talks on farming subjects: 
deal generally with agricultural 
publicity 

Terms of Appointment: On 
contract for tour of 30-36 months 
with possibility of permanency 
Salary in the scale €762-41 404 per 
annum. A gratuity of 134% of 
salary is payable on satisfactory 
completion of contract. A cost of 
living allowance of 10% of salary 
is also payable. Ourtfic allowance 
of £30 if basic salary below (882 
per annum. Free return passages 
Furnished quarters at low rental. 
Generous Leave. Income tax at 
low local rates. 


Apply in writing to the Director 
of Recruitment, Colonial Office, 
Great Smith Sereet, London, 
S.W.1, giving briefly age, qualifi- 
cations and experience. Mention 
the reference number (BCD 
148/9/01) 


CEC 


want a first-class 
COPYWRITER 


If you have good reason for be- 
lieving that you are one of the 
best copywriters in the business 
we should like to hear from you. 


Piease write to: C. R. CASSON LTD., 
6 ALDOFORD STREET, W.1 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 


We want the 
T. €. B. Clarke 
of 


Film and T.V. 
Advertising 


We want 4 top flight film and T.V 
script writer and an outstanding ad 
vertising man-—-and there's only one 
vacancy To fill it, you must possess 
the common touch —and know how to 
explou it. You must be a salesman 
yet not sound like one. You must be 
able to think visually You must 
possess extensive experience You 
must be in & position to name your 
own salary—-and be worth every penny 
We are a large film and T.V. advertising 
Company (you'll know our name) and 
we have to fill this vacancy fast. Write 
please, giving other people's assessment 
of your past and your own idea of your 
future, to 


Box 2162 
Advertiser's Weekly 180 Fleet St €C4 


ADVERTISEMENT REPRESENTA. 
TIVE (experienced) required by old 
established Contractors for S.W 
London and Surrey to sell Sub Post 
Office panels. Generous Commission 
Phone Tem 7216 


LONDON OFFICE of American pub- 
lishing company requires young, koen 
advertisement salesman Write full 
details, including age and experience 
o 


Hox 2157 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS VACANT 
- 


displays, posters, exhibition stands 
of off-set printing 


YORKSHIRE ELECTRICITY BOARD 


CHIEF COMMERCIAL OFFICER'S DEPARTMENT 
Display Centre Dewsbury 
Principal Assistant (Display and Exhibitions) 
Applicants should have had a wide experience in, and be capable of admin 
istering, a display and publicity department as part of a large organisation 


They should be conversant with the design and manufacture of window 
showcards, etc., 


and have a knowledge 


The ability to control staff and workpeople is essential, and an aptitude for 
commercial art would be an advantage 
Salary-——-N.J.C. Grade 8 £960/ 30/1080 per annum 

Applications, giving full details of age, qualifications and experience, together 
with the names of two referees, should be forwarded to the Secretary, Head 
Office, Yorkshire Electricity Board, Wetherby Road, Scarcroft, Leeds, 
within 14 deys of appearance of this advertisement 


YOUNG PRODUCTION MAN 


or Woman, required by Fleet St. Agency 
Must have experience in operating group 
of accounts. Present st know of this 
advertisement. Phone Production Manager 
City 6911, or Write 


Box 2173 
Advertiser's Weekly 180 Fleet St €C4 


TECHNICAL PUBLICITY 


Principal of small London agency handling 
important trade and technical accounts 
would like to hear from a good copy and 
creative man. Ability to present technical 
subjects im an interesting and forceful 
manner essential Please write fully to 


Box 2176 
Advertiser's Weekly 180 Fleet St €C4 


YOUNG LADY required as Advertising 
Assistant for Central Dept., in South 
East London, preferably with Store 
experience must be prepared to un 
dertake all-round duties. Able to type 
an advantage Apply by letter to 
Publicity Manager New Universal 
Stores 419 Rye Lane Peckham 
S.B.15 


production facilities, we 


contracts are signed. 


CHROMOWORKS LTD. 


You probably know of us by the quality of our photo- 
litho offset work and, having recently extended our 


ARE LOOKING FOR A 
FIRST CLASS 
REPRESENTATIVE 


He should preferably—but not essentially—have a 
good connection with buyers of the work we produce 
economically and well, i.e. posters, showcards and 
cut-outs, folders and booklets, and labels. 


Our interest is in a man with an eye on the future and 
a knowledge of the litho trade. 


In return we offer a creative studio backed by an 
up-to-date plant giving quality and service. 


The works form a complete unit from reproduction 
and printing to mounting, varnishing and assembling — 
we even make our own cutting dies! 

To such a man we offer attractive terms and conditions. 


He can write in full confidence to the Managing 
Director, who will personally open each letter (please 
mark envelope ‘* Personal "' in top left). The contents 
will be known only to him and the Sales Director until 


CHROMOWORKS LTD. 
HIGH ROAD, WILLESDEN, LONDON, N.W.10 


EXPERIENCED 


all-round 


uressive position in Leatherhead 
Dorking area. Excellent opportunities 
Write fully 


Box 2158 Ad. Weekly 180 Fleet St EC4 
ARTIST /LAYOUT MAN 


required for small rapidly expanding 


YOUNG 


agency. Ring Museum 1794 


Silk-screen 
Printer/Cutter for well paid and pro 


Octosper 21, 1955 


APPOINTMENTS VACANT 


ERWIN WASEY & CO. LTD. 


REQUIRE A 


DETAIL 
SERVICE-TRAFFIC 
MAN 


Only those with good 
Production knowledge and 
experience apply. 
Previous traffic experience 


should 


is an asset Successful 
candidate must be prepared 
to accept responsibility and 
act on his own initiative 
Applicant must have com- 
pleted National Service (or 
have exemption). Apply in 
writing to “Detail Service,” 
Erwin Wasey & Co. Ltd., 
Brook House, Park Lane, 
Wl. 


LILLYWHITES 


require Production 
Assistant (male preferred) age 20-24 
Layout and production experience 
essential, knowledge of store advertis 
ing an advantage Apply, Advertising 
Manager, Lillywhites Ltd Piccadilly 
Circus, S.W.1 


confidential to 


A 


good opportunity 
for a 


TYPOGRAPHER 


A good salary, pleasant working conditions and 
excellent prospects are offered to a good typo- 
grapher who wants to get on. 
occurs in a well-known West End advertising 
agency with a reputation for the high quality 
of its typographical layouts. 


particulars which will be treated as strictly 


Box 2201 
Advertiser's Weekly 180 Fleet St. EC4 


This vacancy 


Please send full 


‘Phone your classifieds 


to CHA 8844 (Ex 25) 
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Octoser 21, 1955 


LIVE WIRE 
ASSISTANT 


capable of acting on own imitiative to 
relieve busy Sales Promotion Manager 
of routine administration of Direct 
Mail campaigns (including progressing 
and co-ordinating results), feeding 
large sale@force with promotion mat- 
erial and to assist generally in convert- 


ing advertising plans into realities 
Agency or Advertiser experience in 
production, typography, layout and 


design useful assets. Creative ability 
not so important as resource and flair 
for getting things done coupled to 
genuine enthusiasm for this work, The 
product is a Nationally advertised 
speciality with many widely differing 
applications in industry. Applicants so 
qualified who are in their early twenties 
write giving full details of education 
and career to 


Box 2137 
Advertiser's Weekly 180 Fleet St €C4 


PRESS PUBLICITY. 


Experienced PR 
man required for Senior Appointment 
in Advertising Agency Ability to 
obtain and write news, articles, etc., 
for Trade and Technical Press This 
is a well-paid position for a man with 
journalistic background, of good 
appearance and administrative ability 
All applications, which will be treated 
im strictest confidence should be 
addressed to the Secretary, Roles and 
Parker Lid, Rapier House, Turnmill 
Street, E.€ 


YOUNG LADY required (18-22) in ad 


vertisement dept of trade journal 
Knowledge of make-up, blocks, etc 
Must be able to type. Full particulars 
to 


Box 2165 Ad. Weekly 180 Fleet St BC4 


6“ 


APPOINTMENTS VACANT 


Clifford Bloxham & Partners 


LIMITED 


require a 
TYPOGRAPHER 
with at least 3 years’ agency experience 


write or phone CHIEF TYPOGRAPHER 


LION HOUSE RED LION ST HOLBORN WC! CHA oMi 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


EXCEPTIONAL OPPORTUNITY. PRODUCTION DEPARTMENT, Wes 
Wanted, young man to train as ana Fnd Agency, needs man with first 
ger of important Technical publication class knowledge of biocks and type 
in Building Industry. Good education setting Must be able work 
essential Some space selling experience without supervision on very busy 
an advantage Permanent lucrative group of accounts Write stating 


appointment in congenial conditions 
180 Pleet St BC4 


experience and salar to 


Box 2169 Ad. Weekly Rox 211 


OUR SPACE SALESMEN EARN 
25% COMMISSION 


Graham Scott (Publishers) Led., 
122, Wardour Street, W.!. 
Phone: GERrard 2437 


7 Ad. Weekly 180 Pieet Sc C4 


LAYOUT ARTIST 


with wide 


experience n 
accounts required = by progre 
agency. Must be keen on good design 
and have flair for fresh ideas. Write 
with full details of experience, age and 
salary required to 


Box 2180 
Advertiser's Weekly 180 Fleet St EC4 


technical 


ssive 


LAYOUT 
MAN 


required accustomed to work- 


ing from Copywriters’ briefs 
and on adaptations. This oppor- 
tunity arises in the development 
of an already and 
Mail 


The team with 


important 
well-esteemed London 
Order House 
which you will work know of 
this Please write 


giving particulars of age, experi- 


vacancy 


ence, salary required etc. to: 
Box 2149 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISEMENT REPRESENTATIVE ENTHUSIASTIC young Space Seller re 
required for group of Specialist Pub quired by periodical publishing house 
lication London Publishing House Knowledge of Agencies an advantage 
Salary plus Commission. Fuli details Write, stating age. experience and 


to salary required, to 


Box 2159 Ad. Weekly 180 Pleet St BC4 Box 2161 Ad. Weekly 180 Pleet St BC4 


PACKAGE DESIGN ORGANISATION 


requires artists for juniors and senior 
must have good standard 
" lettering and be « quick worker 
permanent progressive positions for 
right applheents; actual Packaging ex 
perience an advantage, salary accord 
img «to qualifications Repl wiving 
fullest details of training and caper 
ence and present salary 


to 
Box 2156 Ad. Weekly 180 Pleet St baa 


positions 


SPACE SALESMEN required for local 


maps and guides alee 
Salary, commission and expenses 


supplied after trial Only 


supervisor 
Car 
top class 


salesmen need apply to HBarnetis 
Rowallan House ttle Heath, Rom 
ford 


Press Dates. 


ability. 
experience. 


TRAFFIC 


Traffic- 
Production 


MEN REQUIRED 


Sound working knowledge 


Must be capable of 
working on their own and able 
to accept responsibility ; with a 
flair for detail. 3 weeks’ holiday. 
Salary according 
Write giving details of 


MATHER & CROWTHER LIMITED, LP.A 
BRETTENHAM HOUSE 
LANCASTER PLACE, W.C.2 


of 
Production, Copy Schedules and 


to age and 


MANAGER 


Isr Division 


LONDON AGENCY 


requires 


EXPERIENCED TYPOGRAPHER 


This is a post for a man accustomed to 
preparing mark ups and adaptations 
for press advertising, style setting for 
hoth press and print, and able to cope 
with the pace of modern agency work, 


Salary £850 per annum, 


WRITE BOX 2178 


ADVERTISER’S WEEKLY {160 FLEET ST EC4 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS | ISISRZ=NE 


Situations Vacant : “* The engagement of persons answering these advertisements mast 
be made through « Local Office of the Ministry of Labour or « Scheduled Employment 


Agency if the applicant is a man aged 18-64 inclusive or 2 woman aged 18-59 inclusive London agency rising from small 
MANAGER unless be or she, or the employment, is excepted from the provisions of the to medium size needs copy- 
! of Vacancies Order 1952." writer for consumer products 
chiefly of a home interest. 
Expanding Retail organisation The man we hope to get has 
with emphasis on Food is looking bold, bright, challenging ideas 


for a man of energy and ambition ACCOUNT EXEC UTIVE and knows how to_ express 


for the position of Publicity —————— 
Manager, Experience in ad- eats He will very likely be a young 
vertising for Retail Trade is : ou are about 27 and have ability and initiative we can man who has already put his 
er you a very good future. We need another ex- stuff across but who finds his 
desirable. Commencing salary | | pone sa man to handle consumer and technical accounts. further progress frustrated. 
from £1,000 to £1,500 according We are a fully equipped West End agency with Profit With us there are opportunities 
to experience. Applications in Sharing and Pension Schemes. Send details of age, of rising swiftly to top manage- 
writing giving particulars of age experience and salary required. ment and of working closely with 


| 
and previous experience to The | an art director/visualiser of top 


| | class, 
Secretary, Fine-Fare Limited, | | , sok set Present staff know of this 
55 Theobald Street, Boreham | Box 216! Advertiser's Weekly 160 FF Street ECA vacancy. Write fully to 
Wood, Herts. Box 2167 
| SPACE SALESMAN/WOMAN — with | ARTIST. Young man, age approxi- | | Advertiser's Weekly 180 Fleet St €C4 
undisputed entrée National Advertisers mately 21 with previous tudio | 
- The position demands a person of the Agency experience required for West | 
PUBLICITY AND ADVERTISING highest integrity and qualifications End Studio. Excellent opportunity to | LAYOUT ARTIST, capable of slick 
MEPRESENTATIVE required by old- capable of negotiating at high levels progress for man with experience in | visuals for folders and Press ads 
established firm of Motor-Car for space on new National Weekly lettering and line work Write fully, Write, giving details and salary re 
Distributors in Manchester Applica Prospects of advancement to Adver including salary required, to | quired 
tions from men between the ages of | tisement Manager Excellent salary Box 2134 Ad. Weekly 180 Fleet St PC4 | Box 2155 Ad. Weekly 180 Fleet St EC4 
20 and WO, giving particulars of and commission. Write N. N. Pampel | 
education and experience to be & Co Kingsgate House, 115 High 
: addressed to the Sales Director Holborn, W.C.1 
Joseph Cockshoot & Co. Lid., Great JUNIOR ARTIST required to work as CHIEF | TECHNICAL 
Ducie Street, Manchester, 3 Assistant in studio of small Advertis | 
SPACE SALESMEN, contacts § with ing Agency. Work will be varied and PACKAGING DESIGNER ARTIST 
74 | agencies and industry, required in interesting Excellent opportunity for | 
London, Birmingham, Yorkshire, Not- applicants with experience in lettering required by Anglo-American Company | Company producing international 
tingham Belfast, Dublin for and line work. Five-day week. Write P “ " publications have an opening for 
specialised issues of high-class indus giving full details and salary required, manutacturing Prestige world 
trial export publications, Commission to Richards Advertising, 58 Petty famous housewares Remarkable a technical artist. Ability to 
, basis. Please write France, London, S.W.1 Telephone opportunity for top-notch man to work | prepare detailed and sectioned 
Box 2147 Ad. Weekly 180 Pleet StBC4 | = Abbey 7372 with the firm chat leads the field both perspective drawings from blue- 
in Britain and the U.S.A. in this vigorous Sal 
and fast-growing industry. Only those prints essential. aay com 
at present holding a similar position | mensurate with ability. 
should apply. Write in the first instance Telephone TERminus 0292 for 
giving age, experience and present | appointment, or write 
* oun man salary to the Merchandising Director, Box 2153 
Platers & Stampers Limited, 14-18, . 
Holborn, London, E.C.1. Advertiser's Weekly 180 Fleet St €C4 
| 


art work except lettering, Write, giving age, experience if any, and salary re 


S ARTIST. Top grade man _ required, YOUNG LADY required for copy 
capable of earning four figures and the typing and general assistance in small 
ability to handle all types of finished | technical agency, W.C.1 Please state 

| 
| 


full details of experience, to quired 
Box 2139 Ad. Weekly 180 Fleet St BC4 | Box 2177 Ad. Weekly 180 Fleet St BC4 
bad SMART LAD required for Advertising | JAEGER COMPANY require an Assis 
Department of prominent engineering | tant to the Publicity Manager, man or 
company Apply, in writing, to The | woman, agency or publicity experience 
Wellman Smith Owen Engineering | necessary Staff Canteen Discount 
} Corporation, Ltd Parnell House Apply, Personnel Officer, 11 Chenies 
Wilton Road, Victoria, 8.\W.1 | St, Wil 


(AND FOR DETAIL) 


can turn them both to good account, here at 


Gordon & Gotch Advertising. He _ 7 * HAVE IMPORTANT VACANCIES FOR 
junior Account Executive aged between 22 and 26, | A 
THREE KEY POSITIONS 


with at least 2 years’ previous agency experience 
He will be well dressed, well spoken and well 
connected—-and able to contribute to the work of 


a lively group handling a variety of important ] Creative Lettering Artist 


National accounts. Starting salary will be generous 


| and opportunities to rise unlimited. Information 2 Retouching Artist 


as to his present location should be addressed (or 


telephoned) to: 3 Still Life Artist 


f The Personne! Director, We work for Top Agencies on Top Accounts 
GORDON & GOTCH ADVERTISING LTD., We want Top Artists 
e 15-79 Farringdon Street, London, E.C.4. 
FLEet Street 4030. Apply Mr. Russell, Individual Artists (London) Ltd, 


118 Park Street, W.1. Mayfair 4316. 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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Ocroper 21, 1955 71 ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 
THE FIELD 


VISUALISER/LAYOUT MAN | oe tile in 
ws for EAST AFRICA nate tines 


BUNSON ADVERTISING SERVICE LTD. hi. a vacane 
for a really keen young man prepared to put his eo on ~— ADVERTISEMENT 


NOTLEYS into the Company's policy of service and have the ability to REPRESENTATIVE 
carry on beyond the pencil stage. Ability to prepare attractive 
and practical designs for display will be an advantage as 
. Window Displays, Shows and Exhibitions form an important aged between 20-40 years with 
require aspect of trading in East Africa ability, enthusiasm and some 
Passage paid and attractive terms of service. Send not experience. 
more than six specimens of rough visuals and finished layouts 
a together with as much personal data and details of experience Applications will be treated in 
as possible to: strict confidence. 
P.O. BOX 5453 


e NAIROBI Write giving details of Education 
firs t-class and Experience to 
OFFICE EQUIPMENT MANUFAC. ONE per poten & ONE SHOE 

! ARTIST, of ‘ 


URERS require Clerical Assistant for considera penience 
TYP 6 PH " ting work in Small Department required by Lond Stud Only The Advertisement Manager, 
0 RA ER Jealing with drawings and block first-cla men need apy " The Field,”’ 8, Stratton _. 
muking. Some typing an asset Apply Hox 2189 Ad Week i Fleet St FC4 
in writing, to London, W.1. 
2186 Ad. Weekly 180 Fleet Sic bC4 
Please contact Required For 


Mr. J. GARWOOD PUBLICITY OEP ART ENT | ee reieeyy cetitttoont 


TYPO G RAPH ER of large (Midlands) Electrical yen as 1 Omumer products group 


n de « , 

Cecil D. Notley Advertising Lid Engineering Company, a Technical sdvertising enaver "ted caitens ——— 

Assistant. A practised writer with nd sor : 

md something more will earn « high 

15 Hill Street, W.1 REQUIRED BY an engineering background, pre- siary and ultimate senior respons 
ferably of HNC Standard, is boalit Write, Managing Director 


GRO 9070 Conroy Wykes Advertising sought Box 2184 Ad. Weekly 180 Fleet St BC4 


Apply in first instance giving age DESIGN DEPARTMENT 
. ’ of I-kincwe 
Experienced Typographer, aged and experience to Cosmet ous sequie © yours. 


about 25, required to work —— —_ pA 167, High active display man for window dressing 
mainly on fashion accounts, as concnasinn Aistohtontd ’ J 

to Art Director. Abilit Please give full details of training 
RESISTANT CO ASE LIPOCEOF y IMPROVER LETTERING ARTIST vctical experience and age in your 
to produce good Clients’ roughs | | = required) Apply Daniels Studio, 61 eply, to 
an advantage, but not essential. | | ‘arey St. WO 2 2196 Ad Weekly 180 Fleet St PC4 
Salary commensurate with 
ability. 


with trawung im contemporar design 


THERE IS A VACANCY in the Pub Apply to: 


heity Department of the 600 Group of 

preterabl between ) and 40 A 

comprehensive knowledge of English is Conroy Wykes Advertising Ltd., 

essential Arts degree and editing ex 

erence an advantage. Salary accord- | 6, Duke $t., Manchester Sq.,W.1 | | 
© expenence but not less than | 

£500 per annum S-day week and Telephone: Welbeck 1676. | 

uperannuation scheme Replies | 

please, to the Manager, Group Publi 

ty Department, Geo. Cohen Sons & 


Co, Ltd, Cunard Works, Chase — — — men ~ 

eed - 2 to ta c ge 0 oduction and copy 

Rosd, ondon, N'W.10 aan amen o eooentnn nS oa Iss CLASS VISUALISERS 

PRESS RELATIONS EXECUTIVE rr olborn, Congenial conditions and 
quired with considerable experience of © scope Please state age, ex 


industrial journalism. Write and salary required 
Box 2109 Ad. Weekly 180 Fleet St BC4 ox 2176 Ad. Weekly 180 Fleet St £C4 


The men (or women) we want to see have at 


least 5 years’ experience on national accounts. 
SWEDISH ADVERTISING AND They are versatile, with a happy knack of 


MARKETING AGENCY REQUIRES giving the copy a setting rather better than it 

deserves; they can think logically about the 

EXPERIENCED LAYOUT ARTIST purpose of each job they work on and they read 

Able to prepare roughs and visuals for press campaigns, the copy! They feel a little frustrated and have 

folders and booklets, sales promotion material. Work is an urge to develop their full potential +e» We 
varied and interesting; good opportunity for a visualizer offer them the scope they are looking for. 


with creative ideas. Sound knowledge of typography de , 
essential; agency experience desirable They will work on national accounts and will 


Send details of experience, salary expected and date enjoy the stimulus of playing an essential part 
available together with representative specimens of work in an agency that is going ahead fast. 


(to be returned). Applications should be sent before . , 
November 15. 1955. to: If you are really worth the money you're asking, 


please write stating experience and salary 
Mr. Rolf Colliander, Production Dept., required to the Managing Director, Grant 


AB SVENSKA TELEGRAMBYRAN, Advertising, 36 Grosvenor Street, W.1 
Norra Hamngatan 40, Gothenburg C, Sweden. 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS YACANT 


ASSISTANT 


SPACE BUYER 
(Male) 


required by 


well-known London Agency. 


Position carries responsibility 
and excellent prospects. Write 


stating age, experience and 
salary required. 
Box 2204 


Advertiser's Weekly 180 Fleet St EC4 


REPRESENTATIVE 


national 


ADVERTISING 
required qualified to interest 
advertisers in high class Scotland 
Publications with world circulation 
Our sales staff notified of this 
Box 2164 Ad. Weekly 180 Fleet St BC4 


Leading T.V. and Cinema commercial 
production Company (headquarters in 
London) requires 


RESIDENT BIRMINGHAM 
SALES REPRESENTATIVE 


Must have selling experience, preferably 
with k ledge of Br ah adver- 
tising agents and leading advertisers 
Excelient position and prospects for 
right man. Write giving details of 
experience to 


Box 2179 
Advertiser's Weekly 160 Fleet St €C4 


MAGAZINE PUBLISHING HOUSE 
has vacancy for experienced Adver- 
tisement Representative “ree pros- 
ag] for good salesman, Writ 

m 2197 Ad. Weekly 180 Pleet ‘Se BC4 


A TECHNICAL ARTIST 


Young man (or woman) to do layouts, 
lettering and finished illustrations of 
office equipment. Must have had some 
experience in similar work and able to 
show specimens. Permanent position 


Please ring HOL. 7622, Mr. Holt. 


COAL UTILISATION COUNCIL = re- 
quires a Male Assistant, early twenties, 
for routine duties in publicity depart. 


ment Write, stating experience and 
salary required, to Coal Utilisation 
Upper Belgrave Street, 


Council ‘ 
SW 


ARTIST 
FOR SHOWCARDS, CUTOUTS 
AND COLLAPSIBLE DISPLAYS 


We need another 


designer in our 
London studio to originate "' point-of- 
sale’ dealer aids for National 
Advertisers 


Must be capable of producing slick 
modern pr and q 
finished work 

Knowledge of constructional displays 
and/or figure work an advantage. 


5-DAY WEEK 
Good Salary Commensurate with 
Ability. 
Box 2202 


Advertiser's Weokly 180 Fleet St €C4 


72 


CLASSIFIED ADVERTISEMENTS 


Situations Vacant : ‘‘ The engagement of 


answering these <5 ~ +— mast 


persoas 
be made through a Local Office of the Ministry of Labour or a 
— ne applicant is a man aged 18-64 inclusive or a woman aged 18-59 59 techaaive 


or she, 


or the employment, 
Notificets of V 


is excepted 
a 


from the ovrovisions of the 
Order 1952." 


Organisation over 


Director. 


IS THIS YOU? 


Due to the steady expansion of our Advertising 
the past 
salesman of our Print Group has been appointed a 
We want another like him 
generous commission and equal opportunities exist 
for a tenacious, courageous and persevering man, 
preferably with print or space selling experience. 


BOX 2154 
Advertiser's Weekly 180 Fleet Street EC4 


four years, the top 


Good Salary, 


LETTERING ARTIST 


required by packaging and 
* point-of-sale ' designers. High 
standard of work essential. 


Congenial atmosphere in small 
modern, well-equipped studio, 
situated S.W. London. State 
experience and salary required. 


Box 2182 
Advertiser's Weekly 180 Fleet St EC4 


PUBLIC RELATIONS 
OFFICER 


leading professional engineering 
Society, Westminster, invites applica- 
tions for this post at a salary up to 
£1,000 per annum. Candidates, men, 
aged 24-45 years, with scientific 
interest, press experience and contacts, 
should apply in the first instance for 
further particulars to 


Box 2193 
Advertiser's Weekly 180 Fleet St C4 


ROBERT A SPITZ, M.S.LA., requires 


young Exhibition - Display Design 
Assistant, Ability to prepare working 
drawings an advantage State details 


of training, and salary required, to 51 
5 


Chartfield Avenue, S.\W 


REPRESENTA- 
for established 


ADVERTISEMENT 
TIVE, cither sex, 
first-rate publications required in 
London area Commission and ex- 
penses. Please write 


Box 2188 Ad. Weekly 180 Pleet St PC4 


tive based in London 


prospects. 


Lane, London, W.C.2. 


ADVERTISEMENT 
REPRESENTATIVES 


Leading textile trade journal requires representa- 
Proved selling record and 
capacity for hard work essential 
Applications will be treated as confi- 
dential and should be addressed to S. M. Phillips, 
Group Advertisement Manager, 
Press, Ltd., Drury House, Russell Street, Drury 


Good salary and 


National Trade 


| 
| 


| 


Ocrosper 21, 1955 


APPOINTMENTS VACANT 
EDITOR 


required for 


‘Produce Packaging’ 


This monthly journal is the organ of the 
Produce Prepackaging Development 
Association concerned with the de 
velopment of the prepackaging and 
distribution of horticultural and agri- 
cultural produce Applicants should 
have practical layout and editorial 
experience. Position offers prospect 
to man with drive and imagination. 
Starting salary according to qualifica- 
tions Applications marked ‘* Produce 
Packaging '' to Secretary, Produce 
Prepackaging Development Associ- 
ation, Led., Hans Crescent, 
London, S.W.I. 


SECKETARY/ASSISTANT required for 
Account —— Good salary and 
prospects Wri 


Box 2205 Ad Weekly 180 Fleet St BC4 


BARKERS OF KENSINGTON 


Require competent man or 
woman for retail store adver- 
tising. Creative ability, know- 
ledge of Production and store 
experience essential. Write in 
confidence to: 


Staff Manager, 
13 Young Street, 


Kensington, London, W.8 
ANIMATORS and Assistants required 
for independent TV cartoon work 
Write, giving details of age exper 


ence, etc 


Box 2209 Ad. Weekly 180 Fleet St FC4 


SPACE BUYER 


required for expanding London 
Agency. National and Technical 
Accounts total over £300,000 per 
annum. Opportunity for young 
experienced assistant space 
buyer to improve position and 
salary. Write in confidence 
giving full particulars to:— 


Box 2116 
Advertiser's Weekly 180 Fleet St EC4 


LONDON TRANSPORT require Assis- 
tant for office producing Staff Maga- 
zine. Duties include general assistance 
in preparation of copy, especially that 


dealing with sports and social side 
Qualifications: creative writing ability 
(specimens should be submitted with 
stamped addressed envelope for 
return), expernence of sports pournal- 
ism, ability to develop contacts; pre 
ferably shorthand /typewriting Salary 
range £690 to £765 with prospects of 
advancement to £840 Free travel 
medical examination contributory 
superannuation scheme after proba 
tion Applications, within 14 days 
to Recruitment and Training Officer 
(F/EV 549), London Transport, 55 
Broadway, SW. For acknowledyg 


ment enclose addressed envelope 


ART DIRECTOR 


required by medium-sized 
agency. Must be a practical 
man with a thorough know- 
ledge of reproduction processes, 
able to control art requirements 
from visual to finished sketch 
and supervise photography, 
etc., for both technical and 
consumer accounts. 


Write in strict confidence to : 


Box 2200 
Advertiser's Weekly 180 Fleet St EC4 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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PPOINTMENTS VACANT 


EXPERIENCED 
PRODUCTION MAN 


to work on Nationally adver- 
tised and interesting accounts. 
Previous Agency experience is 
essential. Write for appoint- 
ment giving full particulars of 
age, experience and salary 
required to the 
Production Manager, 


Masius & Fergusson Ltd., 
40 Berkeley Square, London, 
Ww. 


PRODUCTION 
ASSISTANT 


We require a keen young man with 
sound agency experience and a 
sense of responsibility to work in 
our production department as 
assistant on a number of interesting 
national and technical accounts. 
Opportunity to make progress 
under good working conditions. 
Five-day week. lease write 
stating age, experience and salary 
required to: Jj. Jj. Sansford, 
Lovell & Rupert Curtis Led., 
30, Bouverie Street, London, 
E.C.4. (Tel.: FLEet St. 4326.) 


ASSISTANT TO ADVERTISEMENT 


DIRECTOR. Interesting situation 
offered to young lady with some ex 
perience in advertisement “‘copy’’ de 


partment of periodical publication 
Must be top line shorthand typist 
competent to handle routine detail 
Good commencing salary and pros 
pects Five-day week Hours 9-5 
Write, in first instance, to 

Box 2208 Ad. Weekly 180 Pleet St C4 


GENERAL MANAGER 
WANTED 


Leading Dublin Adver- 
tising Agency requires 
General Manager. Write 


giving full details of exper- 
ience, and salary required 
to 
Box 2192 
Advertiser's Weekly 180 Fleet St EC4 


WANTED 
LETTERING 
ARTIST 


who can combine a high 
standard with speed when 
necessary. Please write for 
an appointment, to 


STUDIO MANAGER, 
ALFRED BATES & SON LTD., 
10 PLEET ST, LONDON, £.C4 


APPOINTMENTS WANTED 


“ HAND-PICKED “ SECRETARIES 
available —The Wigmore Agency, 67 
Wigmore St, Wi. HUNter 9951/2/3 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS WANTED 


Executive, 37, with successful, 
eventful career, desires change. 
Administrative ability, initiative 
and originality have produced 
exceptional results. 

Box 2148 
Advertiser's Weekly 180 Fleet St EC4 


FIGURE ARTIST with experience and 
talent, requires change to studio or 
agency, with good-class work. Capabiec 
designer, can work in all mediums 
Box 2172 Ad. Weekly 180 Pleet St BC4 

TOP LINE RETOUCHING ARTIST 
with all-round experience, seeks 
change 
Box 2151 Ad. Weekly 180 Pleet St BC4 

ADVERTISING MANAGER, aged 3) 
years, secks a high calibre position to 
be progressive and permanent. Fully 
conversant with all phases advertising 
sales promotion and marketing, pres 
and public relations work 14 years 
mtense, solid advertising experience 
Held positions of Advertising Mana 
ger with 4 pre-eminent companies, 2 


national and 2 international Have 
launched innumerable successful sellin 
campaigns 


Box 2166 Ad. Weekly 180 Fleet St PC4 
ACCOUNT EXECUTIVE, 20 years’ ex 
perience, seeks expanding opportum 
ties with growing medium agency 
Sound administrator and planner 
Happy team to work with more im 
portant than immediate salary Prin 
cipals only please 
Box 2150 Ad. Weekly 180 Fleet St PC4 


EMPLOY YOUR OWN 
PHOTOGRAPHER ! 


For Quality, Speed, Line and Tone, 
Excellent industrial and Technical 
Photography. Experienced in Le 
Equipping and Management of 
rooms 


Box 2168 
Advertiser's Weekly 180 Fleet St €C4 


TO TRADE JOURNAL PUBLISHERS: 
Preelance Accountant / Book-keeper 
available few days monthly or quar 
terly when required Long experience 
systems, costing, moderate fees 
Box 2163 Ad. Weekly 180 Fleet St BC4 

BRIGHT YOUNG COPYWRITER, 
some knowledge layout and typo 
graphy, secks agency or other post 
Box 2162 Ad. Weekly 180 Fleet Sc BC 4 

ARTIST, 20 years’ studio experience 
specialising silk-screen reproduction, 
conversant with — processes, would 
consider freelancing 

Box 2143 Ad We eckly 180 Fleet S EC4 

ARE YOU SEEKING top-flight FE xcco 

tive 28 experienced TV writer 

Creative Chief and Account Executive 

with (two agencies, personality plus 

drive and initiative’ If so, write to 

Box 219% Ad. Weekly 180 Fleet St FC4 

ARTOONIST AND GENERAL 

ARTIST requires permanent job. Pos 

sewes American Diploma plus several 

years experience a) Cartooning 

Lettering and Painting, as Staff Artist 

for Advertising Agency 

Box 2174 Ad. Weekly 180 Pleet St BC4 


ACCOUNT 
EXECUTIVE 


Fully experienced agency 
trained Account Executive 
desires appointment with 
progressive, alive agency 
which offers full scope for 
self-expression and initia- 
tive. Age 28: present salary 
£1,100 per annum 


Box 2195 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISING MANAGER | 


Has wide experience as Agency, top 
executive, Now seeks change as Ady 
Mang. to London house 
trator over many years 


Box 221) 
Advertiser's Weekly 180 Fleet St EC4 


Good admins 


BRACING COUNTRY? COAST! He 


cause of a beloved wile's health, a 


capable sales advertising manager 
wants a lively job away trom London 
First-class sales correspondent, wide 


publishing cxpericnce, mature and re 
sourceful, Suggestions appreciated 


Box 2190 Ad. Weekly 180 Fieet St C4 
PREE-LANCE COPYWRITER speciation 
ing Technical / consumer accounts 


Individual style, individual ideas 


Box 2191 Ad. Weekly 180 Fleet Sc BC4 
YOUNG MAN (23) keen to progress in 
advertising, desires change trom news 


paper space selling Salary L600 

References avaiabie 

Box 2207 Ad. Weekly 180 Fleet St BC4 
EXPERIENCED, well-educated Media 


Assistant and Secretary, 24, requires 
interesting port About £468 per 
annum 


Hox 2206 Ad. Weekly 180 Fleet S PC4 
COLLEGE EDUCATED jsounge man 


Q2) completed NS with good 
general knowledge of process engray 
img, layouts, etc secks powtion with 
responsibility and definite future with 
Agency, Printer or Compar Free 
lance, journalese and representative 
expenence 
Box 2210 Ad. Weekly 180 Pleet St bc 4 
BUSINESS OPPORTUNITIES 
THE 
require 


SUPERB COLOUR 
TRANSPARENCIES 


of 
BABIES’ HEADS 


Viewing will take place at 
171 New Bond St., W 


Telephone : Grosvenor 8711 


PUBLISHERS wishing to cxpand thew 
space selling departmen! require 
active or sleeping partner Investment 
£3,000-45 000 
Box 2199 Ad. Weekly 180 Fleet Sc PC4 


SPEEDY PRINT SERVICE 


for all Advertising and Sales literature 
Tep Quality Black-and-Whie and 
Colour photo litho 
GOTHIC PRESS LIMITED 
Euston 5645. 42 Osnaburgh Street 
(Opposite Gt. Portland Sc. Station) 


PUBLICATIONS for which advert 
ments are required. can be successfull 
handied by long-established advertin 


ment contractors on highly competitive 
terms Write, Eversiey Publications 
Lid 3) Craven Street london 
W.C.2 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


Telephone Boscombe 36835 
4a Bloomsbury . 
wei Phone: HOLborn #3 


‘Phone your classifieds to CHA 8844 (Ex 25) 


ADVERTISER'S WEEKLY 


BUSINESS OPPORTUNITIES 


Borough of Cleethorpes 


THE YARRA DEVELOPMENT SITE 
Alexandra Road, Facing Sea Front 


THE BOROUGH COUNCIL INVITE 
OFFERS for the above site, comprising 
land at present used as a car park 
Yarra House and two houses Nos 4 
and 6, Yarra Road, all with vacant 
possession on completion, having « 
frontage to Alexandra Road of approx: 
mately 161 feet and an average depth of 
approximately 129 feet, with vehicular 
access on all sides 


The site is available for private 
development and will form an admir e 
site for an hotel, Boarding House 
or large store, etc 

APPLICANTS should submit alterna 
tive offers for 


lates 


(a) Leasehold interest—period to 
be stated, and 
(b) Freehold interest 
and must state the purpose for which 
the land is required 
Further particulars may be obtained 
on application to the undersigned by 
whom OFFERS IN SEALED ENVELOPES 
endorsed “YARRA SITE must be 
received not later than § m. on 
MONDAY, the t2ch DECEMBE 1955 
The Council do not bind themselves 
to accept the highest or any o 
G. SUTCLIFFE, 
Town Clerk 


er 


Council House, 
Cleethorpes 
14th October, 1955 


ADVERTISING. AN Northumbertan 
County old-established firm of House 
Furnishers dewre to contact a good 

Publicity House specialising in hous 

furnishing and soft goods merchandise 

with the object of taking over their 
entire Newspaper and Booklet Publ) 
city Write to Mr. Geo Wilkes of 

Creo, Wilkes & Son, House Purnishe: 

Shields Road, Neweastle-on-T 


PRINTERS 


PRINTER REQUIRED for 
directory, 2,500 pages, 2,000 pages 
standing Copy July publish Septem 
ber, CRKR/POL & pt. Times lino rite 
Hox £.677, Willing’s, 462 Grays lan 
Road, W« 

20,000 WOMEN WAITING, oF so « 
seems to those who entrust all of thew 
mailing collating, packaging and 
handwork of any description two 
Messrs F. ¢ Newman & Co ao 
Battersea Park Road, SW Batter. 


sea 7274 


MISCELLANEOUS 


ADDRESSING, FOLDING AND EN 
CLOSING,” Pre service for lar 
vantities Ace ddrewming Co, ¥ 
Jorset Street, Baker Street, Wi 
WELbeck 6655 

DEBTS collected throughout Britain 
No fee unless results, Brilegal (Pet 
1919). 80 Leeds Road. Bradford | 

a PHOTOGRAPHS AND FIN 
UPS for advertising agents, ex For 
particulars of studi ities, fashion 
photography and mow model 
files (including coloured people), con 
tect Philip Gotlop Photographs Lid 
24 Kensington Church Sivect, We 
Western 41 

1O  =LETTERING EXPERT) (OR 
STUDIO: Gentieman, some practice 
already, secks intensive training oF 
practice in lettering-layout oF lettering 
retouching. Will pay or work on sat 
able basis 
Hou 2185 Ad Weekly 180 Pieet % FCA 


SALES AND WANTS 


SECONDHAND MODEL 2 LINOTYPE 
with AC. motor tor sale, | magazine 
and | fount of 5) point matrices, L400 
App! Guardian” Office Cleck 
heaton 


@ Continued on page 66 
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Advertiser's 
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Post free 
55!- (overseas) 


NEWSPAPER 


STOP PRESS 


BIG DEMAND FOR 
AA SPEAKERS 
Th h Sra cumaae, sie, 
OSe W O in autumn and early winter from 


wide range of organisations in all 
parts of country. 


Kayser Bondor to use commer. 
cial television “in quite a big way” 


influence opinion ‘te 


ITA Midland station expected to 
open in February, states Pat Henry 
(Associated Tele Vision). 


A. W. Musto, of the Mustograph 
Agency me eg iustrators), 
has died aged Service continu. 
Sa Saar CNS SF SED a A A. 

usto. 


E. C. MeGregor 
Goteh) and A. J. 


tod 


g 


Record” award for 

presented annually to 
student of “College of Distributive 
Trades. 


David Pickard appointed a direc. 
tor of Research Services Lid., the 
LPE subsidiary. 


Don Wedge has joined Kenneth 
Pitt Associates as publicist from 
“New Masical Express,” where he 
was acting news 


S. C. Mills appointed publicity 
and advertising manager of Asso- 
ciated British Cinemas Lid. to suc 
ected Andrew Neatrour. 


Campaign to introduce § new 
Mazawattee Confectionery Co. 
sweet “Plain Sailin’” will use bus 
and tube spaces, London evenings 
and selected prov Agents: 
Erwin Wasey. 


TAM announce three agency men 
to serve on their Subscribers’ Advi- 
sory Committee: Tommy Cauter 
(JWT), Vie Watson (Erwin Wasey), 
D. L. Watson (S. H. Benson). 


Hulton Press have announced « 
world edition of “Production Equip. 
ment Digest,” their controlled 


25,000 distribution overseas. 


At Westminster Press party to 
introduce “£31 Million Market” 
survey (see page 6), Mark Abrams 
said: “This is first attempt in this 
country to let advertisers and space 
buyers know what a paper's 
are going to spend in future.” 


Daughter born to wife of KR. w. 


Published by the Proprictors, BUSINESS PUBLICATIONS Litd., at their office at 180 Pleet Street, London, E.C.4. (Phome. Chancery #444) 
October 21, 1955. Printed in England by St. Clements Press Lid., Portugal St., Kingsway, London, W.C.2 
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—- ; Allan Plowman, editor, “Stores 
s and Shops,” appointed editor “Dis 
9 ae play” and “Shop Review.” 
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